Hagen Group Cites Many) 
Dangers; Revenue Needs 
Again Told by Donaldson 


WASHINGTON—Six Republican 
embers.of the House post office 
ommittee signed a report last 
eek warning that postal rate in- 
reases at this time would be dan- 
gerous to the economy and might 
reduce the postal volume to the 
point where even larger deficits 
will result. 

Prepared by Rep. Harold E. Ha- 
gen (R., Minn.), veteran commit- 
tee member, the report lashes out 
at postal rate making processes, 
and predicts that the $130,000,000 
bill reported by the House post of- 
fice committee in October would 
drive publications and direct mail 
promotion matter into private dis- 
tribution channels. 


- 


s The report reaches house mem- 
bers on the eve of a showdown 
battle on rates, tentatively set for 
next Wednesday. 

Moving ahead without waiting 
for the President’s $400,000,000 rate 
program promised in the budget 
forwarded to Congress last month, 
the House postal committee chair- 
man, Tom Murray (D., Tenn.), 
said he hopes to use his “calender 
Wednesday” privilege next week 
to force a vote on the $130,000,- 
000 rate bill. « 


ouse Minority Report Hits Truman 
Plea for Huge Postal Rate Increase 


During the three weeks that have 


e 
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SAFE ONLY WHEN 
DRIVEN AND MAINTAINED 


PROPERLY. SAFETY DEPANDS ON GOOD 


SUDOMENT, GOOD VISION, GOOD BRAKES AND POWER Im THE FrNOm 


looking 
something like a vision-test chart, is set 
for the Feb. 25 issue of The Saturday 
Evening Post, and ties in with Save Your 
Vision Week for Perfect Circle Corp., 


CHECK—This safety message, 


Hagerstown, Ind. Henri, Hurst & Mc- 
Donald, Chicago, is the agency. 


elapsed since President Truman 
called for the unprecedented $400,- 
000,000 rate boost, there has been 
no followup from the Post Office 
Department or the Budget Bureau. 
At the time the President’s goal 
was revealed, Rep. Murray said 
the President “would have to show 
him” how this could be done with- 
out increasing first class to 4¢. 
House appropriations committee 
(Contigued on Page 65) ~* 


Gross Time Tab of Over 
$2,000,000 Picked Up by 
Packer for McNeill Opus 


_ By S. R. BERNSTEIN 


CuIcagco—Chicago’s biggest ad- 
vertiser and Chicago’s biggest ra- 
dio show will mark a mutual an- 
niversary this week when Swift & 
Co. and the American Broadcast- 
ing Co.’s “Breakfast Club” cele- 
brate the beginning of their — 
= year of association. 

waves It was on Feb. 8, 1941, that the 
first Swift & Co. -“Breakfast Club” 
contract was signed. Earlier that 
year, John Holmes, white-haired 
president of Swift, had said: 

“Our employes, the people from 
whom we buy, the people to whom 
we sell, and our shareholders— 
they are all equally. important 
when selecting a prospective pro- 
gram for radio advertising.” 


® The “Breakfast Club” and Don 

McNeill apparently filled the bill. 

Swift has been one of the spon- 

sors of the fabulous program con- 

“< tinously ever since, to the tune, in- 

cidentally, of probably the biggest 

single-show budget in the radio 
business. 

There are any number of ‘radio 

shows which seem a lot more 


Swift and ‘Breaktast 
Club’ Start 10th Year 


“glamorous” than “Breakfast 


Club,” but it is doubtful if there 
is any in the country which totes 
up the dollars like the daily hour 
of good-natured corn which Don 
McNeill. and-his gang pour into 
the microphone from the stage of 
the Civic Theater here every morn- 
ing from 8 to 9, CST. 

The gross facilities cost to Swift 
& Co. for its half-hour (8:15-8:45) 
segment added up to an impressive 
$2,236,448 during 1949. Philco 

(Continued on Page 70) 
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‘Untfreeze TV,’ 
Congress Asked 
by Dr. DuMont 


New York—Dr. Allen B. Du- 
Mont is appealing to Congress to 
end the Federal Communications 
Commission’s freeze on television 
expansion, which he. says has 
“created a road block in the path 
-of normal expansion of a great new 
industry.” 

President and founder of the Al- 
len B. DuMont Laboratories, which 
operates plants in Passaic, Clifton 
and East Paterson, N. J., Dr. Du- 
Mont will ask New Jersey’s con- 
gressmen and senators to initiate 
congressional action to unfreeze 
TV station applications. He will 
make a personal plea to them to- 
morrow (Feb. 7) in Washington 
on behalf of thousands of “New 
Jersey men and women whose jobs 
may be jeopardized if the present 
year-and-a-half-old freeze con- 
tinues much longer.” 

The manufacture of television 
broadcasting equipment, including 
cameras and transmitters, is al- 
ready at a standstill, he said. He 
added that it is only a question of 
time before the manufacturers of 
viewing tubes and receivers will 
feel the pinch. 


= DuMont Laboratories owns and 
operates the DuMont Television 
Network, the only video network 
which is not owned by a radio net- 
work, 

The commission’s holiday on the 
granting of TV _ station licenses, 
which origimally had been expected 
to be over within a few months, 
has now dragged on for 18 months 
during which “little or nothing has 
been done to decide the original 
problems,” he said. 

“Instead the commission spends 
its time investigating the possibil- 
ity of color television now and the 
industry stands by doing all it 
can with a limited market. How 

(Continued on Page 4) 
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Spot Sales Zoom As 
Salesmen Pitch Hard 


Indiana U.'s Peel 
Picked as Census 
Head; Hauser Out 


WaASHINGTON—President Truman 
Friday noon nominated Prof. Roy 
Victor Peel, director of the insti- 
tute of politics, @ndiana Univer- 
sity, as director of the Bureau of 
the Census. 

Philip M. Hauser, named acting 
head of the bureau last August af- 
ter the death of James C. Capt, re- 
signed Wednesday, having com- 
pleted all details for the decennial 
census of population. 

Prof. Peel, 53, has headed In- 
diana U.’s institute of politics since 
1939, although serving during the 
war as chief of the U. S. informa- 
tion service in Copenhagen. Pre- 
viously he was an instructor at 
several universities in the ’20s and 
later did special work for cam- 
paign organizations’ as an expert 
on elections. In 1934 he directed 
the Fusion campaign in New York 
that elected Fiorello LaGuardia 
mayor. 


ms He has been active in Demo- 
cratic party work in Indiana. Al- 
though not a statistician er census 
expert, his professional background 
is expected to win him quick en- 
dorsement by the Senate. 

In resigning, Dr. Hauser wrote 
Secretary of Commerce Charles 
Sawyer that he had been glad to 
serve in the emergency created by 
the death of Mr. Capt, and offered 
to serve as a consultant to the Cen- 
sus Bureau when needed. Secretary 
Sawyer wrote him an uncommonly 
warm letter, accepting the resigna- 
tion and promising to use Mr. Hau- 
ser’s services. 

Hauser has returned to Chitaga,, 
where he is associate dean of the 
division of political sciences at the 
University of Chicago. 
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What They’re Saying 
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Last Minute News Flashes 


Jingle, ‘Wink’ Contest for Westinghouse 


BLOOMFIELD, N. J.—Westinghouse will run a $25,000 jingle contest on 
light bulbs, with the top award of $2,500 doubled for the winner who 
can identify “Miss Wink” from a picture showing a prominent wo- 
man’s head, partly veiled by an orchid. The contest, to run from April 
1 through May 31, will be featured in newspapers, magazines and trade 
publications. Fuller & Smith & Ross, New York, is in charge. 


Du Pont to Run ‘Biggest Single Fashion Ad’ 


‘ NEw YorK—E, I. Du Pont de Nemours & Co. will run what it claims 
is “the biggest single advertisement ever placed in the fashion field,” 
to teH consumers it will be “a rayon spring.” Six pages in full color 
will appear March 5 in The New York Times Magazine and the March 
issue of Ladies’ Home Journal also will carry six pages in color. In 
addition, March issues of Charm, Glamour, Harper’s Bazaar, Mdde- 
moiselle and Vogue will carry five pages in color. Preliminary advertis- 
ing in business papers is now being featured. ‘The first ad, a bew 
spréad, appeared in the Feb. 1 issue of Woman’s Wear Daily. Batten, 
Barton, Durstine & Osborn is the agency, 


Cheeses in Lent Promoted in Borden Ads 


NEw YorkK—Borden Co. will run a special campaign on its cheeses 
during Lent, which starts Feb. 22, in nine consumer magazines: Am- 
erican Family, The American Weekly, Family Circle, Good Housekeep- 
+4 ing, Ladies’ Home Journal, Life, The Saturday Evening Post, True 
Storyeand Woman’s Day. Space scheduled runs from one-third to full 
pages. Young & Rubicam is the agency. 


° 


% (Additional News Flashes on Page 69) 


Capitalize on TV Trend, 
Work Together to Prod 
Over-Cautious Sponsors 


By MAuvRINE CHRISTOPHER 


New YorK—Spot radio, which 
in 1949 got within shouting dis- 
tance of network time sales, aims 
to attract an even larger share of 
the advertiser’s dollar in 1950. 

National spot jumped 13% to 
$118,425,000 in 1949, while network 
broadcasting revenue declined 
3.3% to $129,300,000, according to 
the National Association of Broad- 
casters. 

January of this year was the big- 
gest month in the history of spot 
broadcasting, Thomas F. Flanagan, 
managing director ofthe National 
Association of Radio ‘Station Rep- 
resentatives, reports. 

This was due largely to unprece- 
dented expenditures by automobile 
manufacturers who have been 
splurging heavily in all media in 
introductory campaigns for new 
models. 


we Well aware that television, 
which is reducing radio’s audience 
during choice time periods in some 
major markets, is a factor weigh- 
ing in their favor, station repre- 
sentatives—individually and col- 
lectively through their association 
—are making a strong effort to at- 
tract companies yin have hither- 
to used selective radio sparingly or 
not at all. 

First indication of this came last 
year when many representatives 
began to place a greater.emphasis 
on promotion, 

Headley-Reed Co. and George P. 
Hollingbery Co., among others, 
added promotion departments for 
the first time. Edward Petry & Co. 
last September reorganized and en- 
larged its radio promotion depart- 
ment and brought in Seth Dennis, 
ex-ABC promotion man, to super- 
vise sales presentations and.market 
analyses. His promotion force now 
numbers seven persons. At about 
the same time, William Sedgwick, 
formerly of O’Brien & Dorrance, 
joined Petry as promotion head for 
TV. 


= Major representatives have been 
expanding their sales forces in and 
out of New York; several of them 
have added new branch offices in 
a bid to build Up regional accounts. 
Both the Katz Agency and Petry 
will move into augmented offices 
in a building now under construc- 
tion at 488 Madison Ave. as soon 
as it is completed. Free & Peters 
recently added more space to its 
New York headquarters. 

Like the independent representa- 
tives, the spot divisions of ABC, 
CBS and NBC, which reported 
substantial gains in 1949, are out 
promoting to see that the pace 
keeps up in 1950. . 

Selective broadcasting’s drive to 
increase advertiser interest in the 
medium has been characterized by 
carefully coordinated planning. 

The two-year-old National As- 


‘|sociation of Radio Station Repre- 


(Continued on Page 68) 
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Ad Clinic Told 
to Watch Retail 
Pattern Changes 


Bristol-Myers’ Executive 
Warns Admen of ‘Chaos’ 
in Retail Distribution 


GRAND Rapips—The “chaotic 
condition in retail distribution 
channels” is one of the most im- 
portant problems which marketing 
men must face in 1950, according 


- 


Sere ere at eat te 
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NG 
38 PaRK PLACE , NEWARK 2,N4 


to George S. McMillan, vice-pres- 
ident of Bristol-Myers Co. and 
board chairman of the Advertis- 
ing Federation of America. 

In his speech before the second 
annual advertising workshop fo- 
rum of the Advertising Club of 
Grand Rapids, Mr. McMillan as- 
serted: “Every retailer is just as 
likely as not to be selling books 
and magazines and hot water bot- 
tles and canned soup.” 

“For years,” he continued, “our 
distribution was fairly stable. If 
we sold through the drug whole- 
saler to the drug retailer, that was 
that. If we sold through hardware 
jobbers, we concentrated on hard- 
ware jobbers. 

“Suddenly, we find it ain’t so 
any more. Now it takes a research 
organization to find out who is 
selling what to whom—and the day 
after one digests the report it may 
be quite out of date. There is no 


j}evidence that this problem will 


| grow less in 1950.” 


In addition to the changing pat- 
tern of distribution, Mr. McMillan 
said that advertising and sales ex- 


ecutives will make a sad mistake 
“to reckon that the rate of obsoles- 
cence will decline.” 


ms As an example of the increasing 
rate of obsolescence, he cited the 
insecticide business. “We had a 
very nice little insecticide business 
before the war,” he told the group. 
“Then along came DDT with the 
full force of the government’s 
propaganda behind it. 

“One day it was released and 
the next day everyone with a 
cellar and some empty tin cans 
was in the insecticide business. It 
didn’t make much difference what 
you put in the stuff as long as the 
letters ‘DDT’ showed large on the 
label. 

“Old line manufacturers with a 
trade name to protect, with large 
quantities of stocks on retailers’ 
shelves all over the country, 
couldn’t turn around that fast. But 
the public, thanks to government 
propaganda, wouldn’t buy a thing, 
no matter how efficacious, unless 
it was ‘DDT.’ So a lot of us took 
a licking.” 


As other examples of the rapid 
change in product marketing, Mr. 
MeMillan cited the vitamin-sulfa 
drug-penicillin shift, and the rapid 
rise of ammoniated dentifrices. 

“While they are hot,” he as- 
serted, such new items are “ter- 
rific and, unless one is constantly 
alert, they can upset advertising 
and sales plans and forecasts tre- 
mendously.” 


ws William A. Marsteller, vice- 
president, Rockwell Mfg. Co., ad- 
dressed the advertising workshop 
on industrial advertising prob- 
lems. 

Mr. Marsteller quoted a Ket- 
chum, MacLeod & Grove survey 
showing that consumer ad ex- 
penditures, as a percentage of 
sales, exceed industrial ad ex- 
penditures. 

And consumer ad expenditures, 
he argued, account for a larger 
percentage of the sales dollar be- 
cause they are related directly to 
benefits or values. 

He admitted that it is more dif- 
ficult to “prove” the value of in- 
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dustrial advertising investment 
than it is to prove the value g 
consumer budgets, but he sg 
gested several methods for doing 
so. 

1. Keep adequate records, Mr 
Marsteller advised. Keep records 
of inquiries traceable to advertigs. 
ing; keep records on new prospe 
traceable to adveriising, and kee, 
records on sales traceable to ad. 
vertising. 

2. Know unit costs. Using ad. 
vertising expenditures, calculate 
cost per reader exposure of peri. 
odica! space and cost per piece g 
advertising produced, as well ag 
cost per inquiry. “Know your ad. 
vertising costs in terms of produ¢ 
unit.” 

3. Prove copy themes and medi 
through advertising research. 


a In a talk on “What Direction 
Advertising?” Fairfax M. Cone, 
board chairman of Foote, Cone & 
Belding, Chicago, deplored the cur- 
rent fad “for a thing called mer- 
chandising advertising—advertis- 
ing made and run to sell Mr. 
Dealer.” 

The idea that a little merchan- 
dising advertising, to stock up the 
dealer so that he will sell the mer- 
chandise, is a “beautiful, beautiful 
—utterly ridiculous story,” said 
Mr. Cone. 

He admitted that the approach 
worked in the sellers’ market, but 
declared, “It won’t work now... 
because advertising was invented 
to sell users, not dealers... be- 
cause it [dealer advertising] is 
based on short schedules, and be- 
cause...name and size and price 
advertising builds little or no pro- 
duct preference and no product 
demand, with consumers.” 

Smart advertisers, he continued, 
make steady use of ample, thought- 
ful, consumer selling. He pre- 
dicted that the road ahead for 
advertising and the direction of 
business itself will depend on the 
number of these smart advertisers. 


s Harold J. McCormick, Atlantic 
district zone manager for Hotpoint 
Inc., told the workshop that adver- 
tising and merchandising tech- 
niques are being forced to assume 
a greater role in the sale of pro- 
ducts by the degeneration of per- 
sonal selling as it was known in 
the ’20s and ’30s. 

“Perhaps,” he suggested, “‘sales- 
manship will gradually disappear 
from our distribution system just 
as craftsmanship has gradually 
disappeared from our manufac- 
turing system...Dismal as this 
prospect is, it nevertheless creates 
new responsibilities and oppor- 
tunities for advertising and mer- 
chandising.” 

Other speakers included Henry 
Hoke, publisher of The Reporter 
of Direct Mail Advertising; Elon 
G. Borton, president of the Ad- 
vertising Federation of America, 
Dr. Kenneth Dameron, professor of 
business organization, Ohio State 
University, and Col. Rhys Davies, 
British news commentator and 
political analyst. 


Gass Joins Zimmer-Keller 


Robert H. Gass, formerly adver- 
tising and sales promotion man- 
ager of Evans-Winter Hebb Co., 
Detroit, has been named an ac- 
count executive of Zimmer-Keller, 
Detroit agency. 


Stolzenberg to Trailmobile 


Edwin M. Stolzenberg, formerly 
supervisor of sales training at 
Procter & Gamble Co., has been 
appointed sales promotion man- 
ager of Trailmobile Co., Cincin- 
nati. 
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l¢ Sale Tested by 
Hood in Florida 


PHILADELPHIA—Hood Chemical 
Co. will test a 1¢ sale of its prod- 
ucts in Florida cities this month. 

Hood will offer consumers a 
quart bottle of Zero cleaner at the 
regular retail price and a pint of 
33 Bleach for an additional penny. 
A similar sale was held in Florida 
last August. 

Advertising, handled by Gray & 
Rogers, includes opening red-and- 
black pages the week of Feb. 13 in 
the Jacksonville Times-Union, Mi- 
ami Herald and Tampa Tribune. 
Later, half-page two-color ads will 
run in those papers and in the Or- 
lando Sentinel and Star and St. 


ALK = 


CALIFORNIA AT 
LOWEST COST 
PER 1,000 


sateaind nation- 
ally y ~~ oy gana 


Petersburg Times. 
If the test is successful, Hood 
will use it in other markets. 


INSURANCE COMPANY 
TESTS EDITORIAL ADS 

PHILADELPHIA—Pennsylvania 
Life, Health & Accident Insurance 
Co. is completing a test of full- 
page editorial-type newspaper ads 
promoting a low-cost: hospital ex- 
pense plan. 

The test copy, headed ‘400,000 
People Can’t Be Wrong! ,” ran in 
newspapers in Miami, Fla., Allen- 
town and Wilkes-Barre, Pa. and in 
the Philadelphia Bulletin Jan. 30. 

Shaw & Schreiber here handles 
the account. The insurance com- 
pany may use the same promotion 
in other states. 


“eAVERe MAKI ANN | Aejoins Foster & Davies 

Frank Blumer, formerly director 
of sales and sales promotion of 
Station WJW, Cleveland, has re- 
joined Foster & Davies, Cleveland, 
as head of the newly created cli- 
ent-service section of the agency. 
He was with the agency two and 
a half years ago. 


Out-of-Town Tredhers Welcome - - - We Lead Your Trucks! 


AT 1111 PEOPLES COAL CO. 912 So. 16th st. 


KING COAL—Omaha coal dealer says 

he’s got plenty, in this ad which ap- 

peared in the Omaha World-Herald last 
week, 


3,950,000 Homes Have 
Television Sets: NBC 


There were 3,950,000 television 
sets installed in U.S. homes as of 
Jan. 1, Hugh M. Beville Jr., NBC 
research director, reports. This is 
a gain of 453,000 over the Decem- 
ber figure. 

Four new stations have gone 
on the air since Dec. 1, bringing 
the total to 98 outlets in 58 mar- 
kets. The new stations: _KRLD- 
TV, Dallas; KPHO-TV, Phoenix; 
WOAI-TV, San Antonio, and 
WXEL, Cleveland. 


Retail Clothiers to Hear 
Report on Promotion Plan 


A report on an industrywide 
promotion plan for the men’s wear 
field will be presented at the con- 
vention of the National Associa- 
tion of Retail Clothiers & Fur- 
nishers in Chicago, Feb. 18-22. The 
report is based on studies con- 
ducted during the past year by 
Robbins & Barber, New York pub- 
lic relations concern, and Stewart, 
Dougall & Associates. 

A $25,000 fund was raised by 
the retail clothiers, the Associa- 
tion of Wool Manufacturers and 
the Clothing Manufacturers As- 
sociation to finance the spade- 
work of the promotion plan. 


Pitney-Bowes Promotes 3 


Frederick Bowes Jr., advertising 
and public relations manager, has 
been named director of public re- 
lations and advertising of Pitney- 
Bowes Inc., Stamford, Conn. Jo- 
seph J. Morrow, personnel man- 
ager, has been named director of 
personnel relations. James L. Tur- 
rentine, assistant manager of pub- 
lic relations, has been made an 
assistant to the president. 


ucom passing THE | 


If your product is one that is required in the countless phases of institutional 
mass housing and mass feeding operations the method for reaching the buying 
and specifying factors in this $9,000,000,000 market is clear cut and concise. 
To sell your product to the hotels, hospitals, schools, restaurants, clubs and 
all of the other types of institutions which comprise this huge and ever-growing 
market it is unnecessary to look beyond INSTITUTIONS Magazine and IN- 


STITUTIONS Catalog Directory. 


For these are the only media which actually encompass all types of institu- 
. they are the only publications which serve all of the interests common 
. they offer you the only means by which you can place 
your product story directly before the people you must influence to sell your 


tions . 
to all institutions . 


product on a large scale basis in this field. 


" HOW BROAD IS THE SCOPE OF THE INSTITUTIONAL MARKET 
FOR YOUR PRODUCT? 


Some idea of the size and scope of the institutional market in relation to 
your product is indicated by surveys of this field which are being made continu- 
ously by INSTITUTIONS Magazine and INSTITUTIONS Catalog Directory. 
The latest such survey shows that over nine billion dollars are currently being 
expended for various projects planned for the immediate future or now under 
way. Some of the major classifications into which these expenditures fall are 
shown in panel at right. If your product falls into any one of these categories 
your greatest sales opportunities lie in reaching the men and women who 
control the purchase or specification of the products for this field . 
and women who are dependent upon INSTITUTIONS Magazine and INSTI- 
TUTIONS Catalog Directory for the major part of their product and manage- 


ment information. 


MARKETING. ASSISTANCE FOR MANUFACTURERS 
OF INSTITUTIONAL PRODUCTS! 


This organization is in a position to assist manufacturers in connection with 
marketing problems involving the institutional field. If you are not familiar 
with how we can serve you in this capacity or if you desire additional informa- 
tion regarding INSTITUTIONS Magazine and INSTITUTIONS Catalog Direc- 


tory and the market they serve, write direct or 


Consult Your 


ADVERTISING AGENCY 


INSTITUTIONS 
Magazine and IN- 
STITUTIONS CATA- | 
LOG DIRECTORY 
reach the buying 
and specifying fac- 
tors in the institutions 
listed at the right 
which make up the 
institutional field. .. 
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RE-EQUIPPING 


Refrigeration 
Intercommunication 


MAINTENANCE AND 
REPAIR 

Paint, Floor Cleaning 
i4 t, : < it 


Maintenance Chemicals 
Maintenance Machines 


REMODELING 
Heating 

Air Conditioning 
Plumbing 

Lighting 

Structural Changes 
Elevators 


STITUTIONAL MARKET 


MAJOR PURPOSES 
FOR WHICH 
9 BILLION DOLLAR 

INSTITUTIONAL EXPENDITURES 

ARE PLANNED OR UNDER WAY 


Fire and Safety Equipment 
Kitchen and Laundry Equipment 


REFURNISHING 
Furniture, Draperies 
Carpeting, Lamps 
Wall Coverings 
Chinaware, Silverware, 


Bedding and Towels 
Business Machines 
Office Equipment 


NEW CONSTRUCTION 
Construction 

General Furnishings 
Food Service and Other 


_ 


Napery 


These Are Institutions .. . 


* Asylums, Municipal and 
State Institutions 

* Restaurants and Cafeterias 

+ Office and Public Buildings 

* Army, Navy and Govern- 
ment Institutions 

YWCAs & YMHAs 

* City and Country Clubs 


* Hotels 

* Hospitals 

* Schools 

* Colleges and Universities 

* Industrial Cafeterias and 
Restaurants 

* Jobbers, Dealers and 
Distributors 

* Steamship Lines and 
Shipyards 

+ Railway Systems 

* Airlines 


* YMCAs, 
* Utilities 


« Architects, Engineers, 
Decorators and Designers 
* Other Institutions 


CHICAGO 16, ILLINOIS 
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‘Unfreeze TV,’ 
Congress Asked 
by Dr. DuMont 


(Continued from Page 1) 
soon the freeze will end or how 
soon the available market will be 
exhausted except for replacement 
sets is the big problem now. Al- 
ready the broadcast equipment 
part of the television business has 
been forced to close shop for lack 
of customers and that part of the 
industry is almost entirely a New 
Jersey enterprise. These plants 
should be employing thousands of 
skilled workers today, but they 
have only skeleton forces of a few 
key engineers,” he continued. 


s The pioneer TV broadcaster re- 
iterated his belief that utilization 
of the ultra high frequencies, which 
will provide upwards of 2,000 sta- 
tions, is quite feasible now, and 
that color television should be 
postponed. 

“Then why do we avoid the real 
issue of using the ultra high fre- 
quencies to increase the number 
of television stations the country 
can operate?” he asked. “We in 
DuMont will be ready for color 
television when color television is 
ready for the public, but we see 
no reason except personal opinions 
of a very small minority in and 
outside the commission to hold 
back the further progress of black 
and white television, which is 
ready, is accepted by the general 
public and is offering employment 
to thousands and adding greatly 
to the country’s economic welfare.” 


Color Television to Show 
System to FCC Feb. 20 


Color Television Inc., the west- 
ern contender in the fight over 
color TV systems, will exhibit its 
wares for the FCC Feb. 20, during 
a special broadcast from WMAL- 
TV, the Washington Star station, 
to receivers set up at the com- 
mission’s laboratory near Laurel, 
Md. On Feb. 23 the commission 
will watch comparative broadtasts 
involving CTI, RCA and CBS sys- 
tems. The color television hear- 
ings are to be resumed Feb. 27. 

“The CTI color system, like 
RCA’s, is considered “compatible” 
in the sense that it delivers a us- 
able b&w picture to existing TV 
sets. CBS color delivers a b&w 
picture only if the existing set is 
adapted. 


Lorillard Appoints Three 
in Advertising Department 

P. Lorillard Co., New York, has 
made three new appointments in 
its- advertising department. Fred 
G. Robbe, Young & Rubicam ac- 
count executive for 14 years, has 
become assistant advertising man- 
ager. Claude W. Barkley, pre- 
viously in the sales department, 
has been named media director. 
George Whitmore, who joined Lor- 
illard from Burke Dowling Adams 
Inc., where he was agency busi- 
ness manager, has been appointed 
supervisor of advertising control 
and analysis. 


To Coventry, Miller & Olzak 
Bradford W. Lang has been ap- 
pointed art director of Coventry, 
Miller & Olzak, Chicago. He for- 
merly held a similar position with 
Foote, Cone & Belding, Chicago. 


To Guild, Bascom & Bontfigli 

Paul Michelson, formerly with 
Foote, Cone & Belding, San Fran- 
cisco, has joined the copy staff of 
Guild, Bascom & Bonfigli, San 
Francisco. 


IF YOU USE CAR CARDS 


Send for FREE Sample 
“CARDISPLAY” 


UNIQUE POINT-OF-SALE 
a _ CAR-CARD HOLDER 


CARDISPLAY CO. 
MINNEAPOLIS, MINN 
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Chicago Tribune representatives: A. W. 
Fitzpatrick & Chamberlin, 155 Montgomery St., San Francisco 4; also, 


New consumer-franchise plan, built 
to fit expanding buyers’ market, 
mounting expenses and increasing 
competition at the consumer level, points way to 


INCREASE SALES; 
CUT COSTS 


Chicago Tribune offers specific advertising procedure in the Chicago market 


to executives concerned with immediate sales and continued 


company growth and financial progress 


Wholesale sales in a leading in- 
dustry increased 2% in 1948 but 
operating expenses went up 5%. 
Sales in 1949 declined but ex- 
penses, while smaller in volume, 
were a larger percent of income. 

What happened in this industry 


is a common experience. What can — 


management do about it? 


* * * 


In an economy, which during the 
next few years presents the pros- 
pect of an expanding national in- 
come beyond the estimated 1949 
figure of $225,000,000,000, adver- 
tising can be relied on to keep sales 


growing. By following certain well 
established major policies of man- 


agement, it can also provide a 


means to achieve market leadership 
while keeping costs in line. 

The Chicago Tribune has devel- 
oped a program which is based on 
an expectation of a continuing high 
level of wages and material costs. 
Born out of first hand knowledge 
of the sales possibilities and proved 
procedures in the Chicago market, 
the plan is geared to well known 
trends in retailing and consumer 
buying. Rich in results when used 
in the Chicago market, it is appli- 
cable in any sales territory. 

The plan earns larger retail store 


inventories and better store dis- 
plays. It secures a greater share of 
the day-to-day buying of consum- 
ers and builds a market position 
for your brand effectively resist- 
ant to the sales work and promo- 
tion of competition. It calls for no 
upset in present successful meth- 
ods. As a matter of fact, it will 
strengthen them. 

Here is the kind of a specific 
program that makes sense to exec- 
utives who bear the responsibility 
of long-range company planning. 
If you are interested in getting the 
details, a Tribune representative 
will be pleased to discuss them with 
you. Ask him to call. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 E, 42nd St.; New York City 17; W. E. Bates, Penobscot Bidg., Detroit 26; 
448 S. Hill St., Los Angeles 13 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Lissak Names Hazard Agency 


Lissak & Co., Brockton, Mass., 
manufacturer of women’s shoes, 
has appointed Hazard Advertising, 
New York, to handle advertising 
in fashion magazines and business 
papers, The account previously was 
held by the J. M. Reilly Co. 


Apex Film Appoints Parkes 


Holcombe Parkes, formerly vice- 
president in charge of public rela- 
tions of National Association of 
Manufacturers, has been named 
executive vice-president of Apex 
Film Corp., Los Angeles. 


Rike Named General Manager 


W. A. Rike, formerly manager of 
the graphic arts service depart- 
ments of Marathon Corp., Menasha, 
Wis., has been appointed general 
manager of the Lake Shore Elec- 
trotype Co., Chicago, a division of 
Electrographic Corp., New York. 


Burrelle’s Names Bull 


J. C. Bull Ine., New York, has 
been named by Burrelle’s Press 
Clipping Bureau, New York, to 
handle a campaign to promote an 
individualized news gathering ser- 
vice for business executives. 


To Pacific National 


Washington Co-Operative Chick 
Association, Bellingham, Wash., 
has appointed Pacific National Ad- 
vertising Agency, Seattle, to han- 
dle a campaign using poultry mag- 
azines and direct mail. The asso- 
ciation operates 11 hatcheries and 
breeding farms. 


Burns Leaves O'Rourke 


Ned Burns has resigned, effec- 
tive March 1, as account executive 
and publicity director of John 
O’Rourke & Associates, San Fran- 
cisco agency. 


Hapag-Lloyd to Caples Co. 

Hapag-Lloyd, Hamburg, Ger- 
many, travel bureau, has appointed 
Caples Co., New York, to handle 
advertising and publicity in this 
country. No media schedules have 
been set yet. The account former- 
ly was handled by Albert Frank- 
Guenther Law. 


To Reincke, Meyer & Finn 


Reincke, Meyer & Finn, Chicago, 
has been named to handle the ad- 
vertising of Shotwell Mfg. Co., 
Chicago. A campaign is planned 
for Puritan marshmallows. 


ANCHOR MEDIUM 


FOR MORE SALES — 


te Loe Urgeled 


Here it is—take the Los Angeles 


A.B.C. City Zone where live better than six 
out of every ten families of the nation’s 
third largest and richest market— 


add your advertising in the Herald-Express 


which, in this vital zone, reaches 


thousands upon thousands more ‘families than 


any other daily. 


It’s the most effective prescription for 


increasing sales in this great market, because 


it is compounded from facts that you can 


Use liberally. 


check in less than five minutes. 


én lageliry, 


ERALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


Advertising Age, February 6, 1950 


‘Life’ Deadline for 
Color Ads Extended 


New YorK—Life will speed up 
closing schedules for four-color 
ads to eight weeks, and two-color 
ads to six weeks, effective May 1, 

Explaining the move, Andrew 
Heiskell, Life publisher, said the 
change had been planned for some 
time but was delayed until “we 
were positive, despite the new 
schedules, the quality of repro- 
duction would remain constant.” 

Mr. Heiskell said the installa- 
tion of new equipment, plus the 
cooperation of suppliers and print- 
ing houses, had made the new 
schedules possible. The magazine 
now offers “an all-time high in 
mechanical efficiency,” marked by 
the near completion of its $50,- 
000,000 postwar expansion pro- 
gram. This program, designed to 
improve the quality of Time Inc. 
publications and increase produc- 
tive capacity, has taken shape over 
the past four years. 


ws The program, with a goal of 
increasing pages from 30 billion 
to 52 billion a year, will be vir- 
tually completed by summer, ex- 
cept for its research phase, a con- 
tinuing operation. Program: aims 
included: (1) building up paper 
supplies and printing capacity; 
(2) construction of buildings, 
printing presses, and paper and 
ink machinery; (3) research to 
improve quality of graphic arts; 
and (4) the development and in- 
stallation of a mechanized sub- 
scription service. 

Mr. Heiskell reported that the 
proportion of four-color ads in 
Life increased from 30% in 1940 
to 50.7% in 1949. The size of press 
runs went from 2,000,000 to more 
than 5,000,000 during the same 
time. 


Chicago-Omaha TV Relay 
to Be Ready by October 


Northwestern Bell Telephone 
Co., Des Moines, has announced 
that construction of the television 
relay system between Chicago and 
Omaha is expected to be com- 
pleted and ready for operation in 
October. So far 12 concrete relay 
towers have been built between 
Chicago and Des Moines. Four steel 
towers are to be erected between 
Des Moines and Omaha, plus a 
400-foot steel tower alongside the 
10-story Northwestern Bell Tele- 
phone Co. Bldg. in Des Moines. 

In addition to the relay a co- 
axial cable will connect Des Moines 
and Minneapolis and St. Paul, and 
another cable will connect Omaha 
and Kansas City, Mo. 


Stardust Launches Drive 
to Promote Contest 


Stardust Inc., makers of ladies 
lingerie, will launch a magazine 
drive to push its annual “Miss 
Stardust” contest. Norman D. Wat- 
ers & Associates has the account. 

The list includes: 

Charm, Glamour, Intimate Romances, 
Ladies’ Home Journal, Life, Look, Made- 
moiselle, Mayfair, McCall’s, Modern Ro- 
mances, Modern Screen, Motion Picture, 
Movieland, Movie Life, Movie Stars Pa- 
rade, Movie Story, Parents’ Magazine, 
Personal Romances, Photoplay, Secrets, 
Senior Prom, Seventeen, Screen Guide, 
Screenland, Screen Stories, Silver Screen, 
Today’s Woman, Woman’s Day, Woman's 
Home Companion and New York Times 
Magazine. 


Carson's Names Zucker A. M. 


Carlton Zucker, formerly adver- 
tising manager of Davison-Paxon 
Co., Atlanta, has been named ad- 
vertising manager of Carson Pirie 
Scott & Co., Chicago. The position 
has been vacant since last March. 


Kemper Gets Dairy Account 

Fisher Dairy & Cheese Co., Wa- 
pakoneta, O., has retained Don 
Kemper Co., Dayton, to handle its 
advertising, effective March 1. 
Consumer and trade advertising 
will be used. 


Austrian Agency Moves 

Ray Austrian & Associates, New 
York, has moved from 16 E. 41st 
St. to 31 E. 38th St. 
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The JO OURNAL 


1949-1950 Edition of Canicanti pA! ses 
ht was featured in sros advertisements 
in Advertising Agency, Printers’ ink, Sponsor, 
lell, Soles Management, Broadcasting, and 


- Editor & Publisher, 


50.000 WATTS IN CHICAGO 
sells “4+ states—€.289, 163 consumers 


io the primary. 5.421 020 we secondary 


WN at put peters owe upenne tom © fomery 
teeny 470 tute Homes Retest Sates 
Verne 315907 292.000 4205.00" Wage-ternars 


WER. 1000 on the deat = 


This Service-Ad from sros Radio 
Section was featured in sros ad- 
vertisements in Broadcasting and 
Sponsor. 


This Service-Ad from the sros News- 
paper Section was featured in skps 
advertisements in Advertising Agercy 
and Editor & Publisher. 


"hole Job! 
We V cosy 
Y COVERAge 
SOFT DRINKS — 


EXAFS 4 $100,000.00 industry! 
Baer 


This Service-Ad Seine SROS jade Plies Tee was 


featured in an sros advertisement 


Here are five examples of Service-Ads. Each 
ran near its listing in sros, where most buyers of 


media look for information 


considering markets and media. 


sros featured each of these Service-Ads in its own 
trade paper advertising to remind buyers that here 
is another source of useful media information. 


This Service-Ad from sros Consumer ~ 
Magazine Section was featured in an © 
 -$RDS advertisement in Tide. 


Out of » total of more than SEVEN Billion dollars in 
retail sales for Ohio in 1948, the Plain Dealer covers an 
area responsible for approximately two-and-a-half Bil- 
lien . .. more than one-third of the state! 

Cuyahoga County alone (Greater Cleveland) is re- 
sponsible for more than $1 300,000,000 . . . whrile the 
adjacent 26 counties total nearly $1,100,000,000 . . . 
another major market! 

The Cleveland Plain Dealer is the only newspaper to 
cover Greater Cleveland and the 26 adjacent counties . . . 
comprising Ohio's TWO richest retail markets. 


CLEVELAND PLAIN DEALER 
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ard-to-fix media selling problems 
Service-Ads like these 
‘c= |g can help you fix 


1. How to be represented when prospects are deciding which media 
to use in which markets. 

2. How to survive those closed media conferences where differences 
of opinion are settled. 


3. How to forestall being revised off the list. 


At such times of decision it’s important to you that the decision makers remember 
what sales opportunities your market and your medium offer for their product. 

Why take a chance on their forgetting, or remembering incorrectly, when it’s 
so easy and so inexpensive to remind them of your medium’s salient features in a 
Service-Ad near your listing in STANDARD RATE & DATA. 

You’ll find srps in use at every point of decision from the figuring of budgets, 
through the building of preliminary lists and the determination of final lists, to the 
signing of contracts. You'll find it used whenever lists are revised; whenever media 
are added or cut off. 

And every time reference is made to sxps for information about your market 
or your medium, it’s made by people who are immediately and intently inter- 
ested. Your Service-Ad is there (and often it’s your only means of being there) to 
remind them of things the rate and circulation data alone can’t tell them. 

Ask any sRDs, representative, or write the nearest srps office, for the detailed 


story of how Service-Ads, like those illustrated on this page, can help you fix 


hard-to-fix space and time selling problems. 


FOUR POINTS that make sraos a good, economical media advertising 
medium, different from any other: 


T. srps does not just “reach” buyers. (media buyers, advertising managers, 
Buyers reach for it. account executives)—the people most 
2. In srps you do not seek to interest concerned with market and media selection. 
buyers in your media information. 4. In srps you need not divert promo- 
Here, buyers SEEK information about tion dollars to costly artwork; nor waste 
your medium. space on attention-getting devices. 
3. sRDs covers no counter display Buyers want useful information in these 
specialists; few retail store advertising pages, arranged in simple, orderly fash- 
people. National buyers of space and ton to help them buy wisely, without 
time only are the regular users of SRDS wasting time. 


2 aids to media selling 


The spoT RADIO PROMOTION HANDBOOK and the 
BUSINESS PAPER PROMOTION HANDBOOK are de- 
signed to help you increase time or space sales and 
reduce sales costs. They’re the first two of a series 
we're developing from depth studies of media 
buying practices and needs. Each deals with all 
the major media-selling tools (salesmen, direct 
mail, publication advertising) in terms of which 
- arts of the selling job each can perform best. 

he two handbooks are available from srps now 
at $1 a copy. Other handbooks will be announced 
as they are completed. 


The National Authority Serving the Media Buying Function 
Walter &. Botthof, Publisher 
333 NORTH MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 
NEW YORK «LOS ANGELES 
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Traffic Audit Bureau's Board Agrees to 
Release Details of Cedar Rapids Study 


New YorKk—Election of D. H. 
Odell, assistant manager, advertis- 
ing section, General Motors Corp., 
as president, and approval of pub- 
lication of the results of a survey 
to measure the coverage and fre- 
quency of exposure provided by 
poster showings, featured the an- 
nual meeting last week of the 
Traffic Audit Bureau. 

The bureau board approved pub- 
lication of the results of the survey 
made last spring in Cedar Rapids, 
Ia., to measure the coverage and 


poster showings during the 30-day 
posting period. The survey is the 
second exploratory study of this 
kind made by the bureau, the first 
having been made in Fort Wayne, 
Ind., in 1946. 

Under the bureau’s current pro- 
gram for auditing the circulation 
of poster showings, plants in Amer- 
ican and Canadian cities with a 
total population of 11,262,000 have 
been audited, and plant operators 
in cities with an additional 25,- 
667,000 population have applied for 


frequency of exposure provided by audits. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


The board, representing adver- 
tisers, advertising agencies and 
plant operators, expressed its ap- 
proval of the continuation and ex- 
pansion of the current auditing 
program in order to provide buyers 
of the medium with circulation 
data for as many markets as pos- 
sible. 

Edwin F. Wilson, vice-president, 
McCann-Erickson, was elected 
vice-president, and Kerwin H. Ful- 
ton, president, Outdoor Advertis- 
ing Inc., was reelected secretary- 
treasurer. 

Newly appointed directors are 
R. H. Harrington, advertising man- 
ager, General Tire & Rubber Co., 
and N. F. Lawler, director of ad- 
vertising and sales promotion, Nash 
Division, Nash-Kelvinator Corp. 


American President to Biow 


American President Lines, San 
Francisco, has appointed the San 
Francisco office of Biow Co. to 
handle its advertising. The ac- 
count was formerly handled by 
Harrington, Whitney & Hurst. 


Food Freezers 
Jubilant over 


Orange Juice 


Sales and Ad Budgets 
Soar; Industry Hears 
of Milk Concentrates 


Cuicaco-——Frozen food men, 
happy about their prosperous 1949, 
met in convention at the Congress 
hotel last week and predicted: 

1. A doubled advertising outlay 
for 1950 to boost sales well over 
the $460,000,000 mark of 1949. 

2. A continued boom in frozen 
orange juice and other juice con- 
centrates. : 

3. That within two years a fro- 
zen milk concentrate may “change 
‘the whole character of the dairy 


BOTH 


INSIDE AND OUTSIDE THE ABC CITY 


You can cover both the one 
million people in Pittsburgh's 
ABC city zone AND the two 
million people in the balance 
of Pittsburgh's |4-county 50- 
mile retail market ONLY with 


the Post-Gazette. You'll find 
its circulation pattern closely 
matches the pattern of your 
sales outlets. To learn how the 
Post-Gazette can sell for you, 
see Moloney, Regan & Schmitt. 


Break loose in the Pittsburgh Market— 
THE POST-GAZETTE COVERS 
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industry.” 

Minute Maid Corp. President J 
M. Fox said his company il 
spend about $2,500,000 (double the 
1948 budget) on advertising orange 
juice concentrate in 1950. 


s Radio will take 30% of the bud 
get. “This is Bing Crosby” will be. 
gin broadcasting March 6 for Mi 
ute Maid over seven CBS stations 
in California. The series will be 
heard Monday through Frida 
2:30-2:45 p.m. The agency j 
Doherty, Clifford & Shenfield Ine 
New York. 

About 30% of Minute Maid ad 
vertising will go to newspape 
10% to magazines and a fait 
amount to television experimen 
in the minor league baseball field 
Mr. Fox said. 

Mr. Fox predicted a $6,000,00 
industry advertising budget. 
said that increased advertising and 
higher sales, along with improved 
transportation and new frozen food 
items, should substantially increas 
sales over 1949. His own company 
expects the sale of frozen orang 
juice to triple, Mr. Fox said. 

William M. Walsh, Pittsburgh, 
president of the National Whole- 
sale Frozen Food Distributors As- 
sociation, said that frozen orange 
juice accounted for 12%% of 1949 
orange sales and will account for 
25% in 1950. 

Pasco Packing Co., Dade City, 
Fla., major packer of frozen juice 
concentrates, will double produc- 
tion this year but go slow on ad- 
vertising, T. J. Quinby, sales man- 
ager, said. He added that “we may 
go whole hog later.” 


@ The point made by fruit pro- 
cessors that transportation costs 
are lower on concentrates was re- 
peated by W. L. Pavlovski, man- 
ager, Birds Eye division, Beatrice 
Foods Co., in discussing the de- 
velopment of frozen milk concen- 
trate. He estimated that this prod- 
uct is still about two years from 
reaching the market, and the Bor- 
den Co. implied the same in dis- 
closing that it has developed a fro- 
zen milk concentrate which has 
the nutrition of bottled whole milk 
—but not its taste. 

Mr. Pavlovski said frozen milk 
would probably change the entire 


| character of the dairy industry. It 


could sell at a lower price, could 
sell in small cans and would not 
run into the problem of uneven 
supply, he said. 

A new line of frozen fruits and 
vegetables, labeled Garden Gate 
by the processor, Northwest Cold 
Pack Co., Seattle, was exhibited at 
the convention. First distributor 
of this brand is Frank A. Blum & 
Sons, Pittsburgh. Mr. Blum said 
he will begin a three-month news- 
paper campaign for Garden Gate 
products in his city next month, 
and later will use car cards. 


Lang, Fisher & Stashower 
Gets Carling’s Black Label 

Lang, Fisher & Stashower Inc., 
Cleveland, is again producing ad- 
vertising for Brewing Corp. of Am- 
erica, Cleveland, with the direc- 
tion of a campaign throughout 
eight states for Carling’s Black 
Label beer. Newspapers will be 
used in the 40-market area, with 
radio to be used where local pa- 
pers do not accept beer advertis- 
ing. 

In 1947 the account was split 
between LF&S and Leo Burnett 
Co., Chicago, the Cleveland agency 
handling newspaper advertising 
and Burnett magazine. Later Bur- 
nett took over all Brewing Corp. 
advertising, with LF&S retained as 
consultant. Under the new align- 
ment, Burnett will continue to 
handle advertising for Carling’s 
Red Cap ale. 


Rothman Promoted 
Campbell-Ewald Co., New York, 
has appointed E. E. Rothman, for- 
merly vice-president and assistant 
general manager, as vice-president 
and general manager. He will be 
in charge of the agency’s Detroit 
operations while supervising the 


New York office. 
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Advertising, like fish, i 


better when it's fresh ! 


YOUNG & RUBICAM, INC. 


ADVERTISING + New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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Freedom to Reject Advertising 


The anti-trust actions against the Mansfield Journal and the Lorain 
Journal, two Ohio newspapers which are accused of refusing to accept 
advertising from those who used the facilities of the local radio sta- 
tions, has stirred up a great deal of discussion in the advertising and 
publishing field. 

It is a case of great significance to publishing and advertising—as 
was evidenced by the intervention in the case of the American News- 
paper Publishers Association as a “friend of the court,” in connection 
with the government's orig.nal attempt to secure an injunction. 

As is true in a good many instances, this is a case in which it seems 
difficult to justify the actions of the defendant on any moral or ethi- 
cal grounds, and yet the remedy sought by the government is one 
which might have the most far-reaching and disastrous effect on the 
publishing and the advertising business. 

It is a well established rule of law that a publication is not a “com- 
mon carrier,” and that it has the complete legal right to act as the 
judge of its advertising as weil as its editorial content. In other words, 
it can accept or reject advertising for any reason, or for no reason. 

If newspapers and other media were to be classified as “common car- 
riers,” with no choice over the advertising they would accept, the sit- 
uation would be intolerable. Those publications which do not accept 
alcoholic beverage copy, for example, might be required to take it if 
offered, or they might be required to let down the bars of censorship 
which most media have established covering all classifications. 

Yet a situation in which a newspaper or any other medium arbi- 
trarily and capriciously refuses to accept one advertiser’s copy be- 
cause it doesn’t like the color of his hair or the kind of advertising 
media in which he chooses to spend some of his money, is equally. in- 
tolerable. 

The situation seems to call, as do so many, for effective self-regula- 
tion, in which capricious and arbitrary actions which endanger the 
basic freedom of movement of all media are prevented or stopped 
through the force of moral pressure and a “united front” which makes 
it clear to the offender that he can expect no support from members 
of his own industry whom he may be causing ultimate harm. 


The Continuing Study of Business Papers 


By the end of 1950, business papers will have invested something 
like $150,000 in continuing studies of their advertising and editorial 
content, along the lines of those carried on in behalf of newspapers, 
magazines, transit advertising and other media. 

Even in these days, that is a lot of money—money that a 5 mentor of 
business paper publishers are suspecting they can spend in better ways 
unless they can be reasonably certain that continuing studies of busi- 
ness papers have potent meaning to and value for advertisers. 

There has been a great deal of pressure from advertiser groups for 
such studies, and most advertisers, when queried, say they favor them. 
But some publishers are beginning to wonder if this is the sort of en- 
dorsement which anyone will give to a service someone else is sup- 
plying free, or whether advertisers really need and use the service. 

Only one full scale study has thus far been made. And advertisers 
and agencies who are interested in having a continuing flow of such 
studies would do well to let publishers and their representatives know, 
in no uncertain terms, exactly what use they have made of this first 
study and how it has been of value to them. 

If there is enough real appreciation and demand, it can be taken 
for granted that the studies will continue; otherwise, 1950 might 
easily witness the end of an important project. 


—Artkraft Cooperator 


“Now, this model has a secret compartment that baby-sitters can’t find.” 


What They're Saying 


Doctors Live Longer 

The Journal of the American 
Medical Association published the 
obituaries of 3,331 physicians dur- 
ing 1949, an increase of 101 over 
the number published in 1948... 

The average age at death among 
the 3,331 physicians was 67.2 years. 
This is 0.2 years less than the av- 
erage of 67.4 reported for 1948 but 
higher by 0.5 years than the av- 
erage age for 1947. The ages of the 
decedents ranged from 21 to 99 
years; the largest number of deaths 
occurred between 70 and 74. 

Heart disease was the leading 
cause of death, with a total of 1,- 
375 deaths, or 41%...Accidents 
caused 138 deaths among physi- 
cians, which was a decrease of 20% 
from the number reported in 1948. 
Sixty deaths were due to motor 
vehicle accidents, 10 to airplane 


accidents, 28 to falls... 
—Journal of the American Medical 
Association, Jan. 21, 1950. 


Editor’s Note: An analysis of the 
obituaries of 327 men and women 
in advertising, published in ADVER- 
TISING AGE during 1949, showed 
average age at death of slightly 
over 62 years. A similar analysis 
of 200 obituaries published by Steel 
showed the average age at death 
of iron and steel industry execu- 
tives as something over 64 years 
(AA, Jan. 9). 


Leaves the Pages Blank 

I’m writing a book on media. I 
can’t seem to keep the television 
chapter up to date...Perhaps I 
should make that chapter blank 
pages and cover the subject by 


mailing out supplements. 
—Ben Duffy, president of Batten, 
Barton, Durstine & Osborn, in ad- 
dress before the Radio Executives 
Club, New York. 


Enough for Everyone 

People talk about the atom 
bomb and are afraid of all the pos- 
sible consequences which even 
this present generation might have 
to face. It is a very extraordinary 
situation, because one may say 
that science and the applications 
of science have developed so much 
that it should be easily possible 
for the whole world to satisfy not 
only the primary needs of human- 
ity but other needs, also, and to 
have full opportunities of indi- 
vidual or group development with- 
out the necessity of any conflict. 

I think that it can be mathe- 
matically shown that it is possible 
for the whole world to prosper if 
the resources of the world were 


turned in the direction of the bet- 


terment of humanity, instead of 
so much of them being used for 
and wasted for purposes of war 
and the preparation for war. So, 
for the first time in history, man- 
kind has the key to its own hap- 
piness in its own hands. 

—Prime Minister Jawaharlal Nehru 


of India, on the University of Chicago 
Round Table, NBC, Oct. 30, 1949. 


Swiss Publications 

This directory gives a complete 
survey of the Swiss newspapers, 
magazines, trade papers and alma- 
nacs... Rates are still changing 
rapidly and are therefore left out. 
Complete information on prices 
and series discounts can be had 
on application. The directory also 
contains a great number of ad- 
vertisements of editors where 
other interesting particulars on 
various papers can be found. 

Switzerland has more papers per 
head of population than any other 
country in the world. There are 
several reasons for this: first of 
all, the population is divided into 
four linguistic groups: 73% Ger- 
man, 21% French, 5% Italian and 
1% Romantsch. There are also two 
main confessional groups, namely 
58% Protestants and 42% Catho- 
lics, and many political parties. For 
all these reasons (and others) 
there are no papers covering the 
whole country. The Swiss press is 
divided into many local groups of 
different languages, different 
opinion and different appeal ac- 
cording to the economical struc- 
ture of the area where the paper 
circulates. It therefore takes great 
experience to plan and handle 
press advertising in Switzerland, 
and the cooperation of a Swiss 
agency is essential. 

From a technical point of view, 
the great majority of Swiss news- 
papers offers two positions to ad- 
vertisers: text pages, and pages 
containing advertisements only. 
Classified advertisements and spe- 
cial features (such as reading no- 
tices, etc.) are an exception. The 
average size of a Swiss newspaper 
is eight pages, with 16-24 or more 
pages for the combined Saturday- 
Sunday edition of the leading pa- 
pers. Swiss newspapers are mainly 
sold by subscription; they are es- 
sentially home papers with many 
local features and this is one of the 
many reasons why the advertise- 
ments in Swiss newspapers are the 
backbone of advertising in this 
country. 


—Preface to 1950 Directory of the Swiss 
Press, published by the Association of 
Swiss Advertising Agencies. 


Advertising Age, February 6, 14 


_ Rough Proofs | 


Business can’t be so very bad 
when a company tosses a $20,000. 
000 annual volume out the win. 
dow, as Zenith did when it digs. 
continued its automobile radio de. 
partment. 


Better Homes & Gardens talks 
intriguingly about “Birth of 4 
Sale.” This may be regarded as a 
logical antidote for those discour- 
aged by “Death of a Salesman.” 

* 


AA says editorially that compan- 
ies looking for executives usually 
demand that they’ be under 40, but 
most of the applicants will be in- 
terviewed by men to whom 40 is 
a part of the dear dead past. 


It’s just possible that the story 
of the Lever Bros.-Charles Luck- 
man anti-climax will have a per- 
manently depressing influence on 
the boy wonder market. 


Just as international statesmen 
are trying hard to find a way to 
supply more dollars to the United 
Kingdom, it’s announced that the 
U. S. won’t get larger imports of 
Scotch whisky for years to come. 


H. Kohnstamm & Co. is described 
in an AA story as a manufacturer 
of flavoring extracts. Are they the 
priceless ingredients of the Kohn« 
stamm laundry supplies line? 


Joseph Kasper says retailers and 
newspaper men have become 
“mere fillers of white space.” 

But that’s a very important 
“mere.” 


Those clever General Foods car- 
toon ads reminding stockholders 
of the regularity with which they 
receive their quarterly dividend 
checks carry a nice implication 
about the importance of equal reg- 
ularity in eating Post Toasties. 


Graham Patterson tells advertis- 
ers that the leaders “are going to 
town with Pathfinder.” 

They are supposed to know that 
they can go to the country with 
Farm Journal. 


The Lion Match Co. offers a 
young man “excellent future un- 
derstudying established salesman- 
ager.” 

What’s the future of the sales- 
manager? 


“Orders applying to all four 
Chrysler lines are to cancel every- 
thing that can be caught.” 

What this country needs, sales- 
men agree, is a good, non-cancel- 
able advertising contract. 


A media representative’s idea of 
good, clean fun is to see a com- 
petitive presentation and figure out 
just the proper method of taking 
it apart. 


Sports writers agree that Jack 
Dempsey was the greatest fighter 
of the past 50 years. 

As the First Three Markets 
Group says, there’s nothing like 
the Sunday punch. 
Copy Cus. 
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IT’S TRUE BUA SG, 


Here are excerpts from a few of the many un- 
solicited letters received immediately after the 
January, 1950, issue of Holland’s reached its 
readers... 


“The January issue of Holland's is lovely—love its 
new size. More power to an already fine magazine.” 
J. H. Davidson, Montgomery, Alabama 


“I have just received my magazine for January, 
and want to congratulate you on this fine edition. 
The size is so much nicer—in fact, I had to look 
twice before I could believe it was Holland's!” 
Mrs. W. R. S., Houston, Texas 


The new HOLLAND'S is 


a new HOLLAND'S is out...and the letters are 
pouring in! From every section of the South have come 
immediate, unsolicited letters from enthusiastic readers 
expressing their delighted approval of their old Southern 
favorite ... all dressed up in new color, new type 
faces, new format...in a brand new, easier to read 


and handle size. 


Yes...they’re pleased as punch with the new HOLLAND'S 
...and so are we! Because this overwhelming response 
and wholehearted approval means greater readership and 


greater influence for HOLLAND'S in the big, rich 


Southern market! 


THEY SAY ABOUT HOLLAND'S! 


“We love the new Holland’s! The size easier to 
handle and the general appearance more attrac- 
tive. Reading matter good as usual.” 

Mrs. Marion S. Church, Dallas, Texas 


“When Holland's came today in its brand new 
dress and form I was so pleased I wanted to tell 
you about it. Just the right size for me to handle 
my favorite magazine.” 

Mrs. J. F. Goodner, Tulsa, Oklahoma 


“Received my new copy of Holland’s. I have been 
taking this magazine for years, but enjoyed this 
one issue better than any I have received.” 

Mrs. Howard A. Nichols, Memphis, Tenn. 


“I have just received my January issue of Holland's 
and I am thoroughly delighted with the smaller, 
much more convenient size. The contents, this 
month, are most interesting and I am enjoying it 
from cover to cover.” 


Mrs. Lillian Hood, Shreveport, La. 


“I have just received my January copy of Hol- 
land’s and was more than delighted with it before 
I even opened it—the new size is most convenient. 
I am sure I shall enjoy it now more than ever.” 


Mrs. DeVan Barbour, Raleigh, N.C. 
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g | the talk of the South! 


NEW ADVERTISING POWER IN THE NEW SOUTH! 


re 
- New from cover to cover, HOLLAND'S is a better- 
rs looking, easier-to-read magazine... with new format... 
n new, easier-to-read type... new, top-quality paper stock 
e ...far better color reproduction. Increased space is de- 
1 voted to special articles on Southern living — home- 


making, building, remodeling, decoration, entertain- 


ment, cooking and gardening. Because it is edited solely 


we 


to fit Southern living and its needs and wants, HOL- 
LAND’S is the South’s own magazine, exerting a power- 
| ful influence on the buying habits of its half million 
) better-able-to-buy readers. Yes, the new HOLLAND'S 
gives you new advertising power in the South—greater 


return on your advertising dollar! 


New Plate Size of 7” x 10-3/16” Means New Savings 
for Your Production Budget! 


THE MAGAZINE OF 
ss DALLAS, TEXAS. : 
CIRCULATION GUARANTEE reopen Re Por hagennd elig Ag bee agra eg 


Chicago 1 * 408 Forsyth Bidg., Atlanta 3 * 1523 Brood $t., Nashville 1. 
5 O '@) '@) O '@) WEST COAST REPRESENTATIVES: Simpson-Reilly, Ltd., Russ Bldg., Son Francisco 4 
/ ¢° Halliburton Bidg., Los Angeles 14 © 618 Second Ave., Seattle. 


From cover to cover... Holland’s is devoted to the 
South...and the South is devoted to Holland’s! 
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Ekco VP Predicts 
Ad Budgets May Hit 
$10 Billion by ‘54 


Cuicaco—“Conservatively, I be- 
lieve the advertising profession 
can look forward to the expendi- 
ture by 1954 of nearly $10 billion 
for advertising,” declared Benja- 
min A. Ragir, executive vice-pres- 
ident of Ekco Products Co. 

Speaking at a meeting of the 
Chicago Federated Advertising 
Club, Mr. Ragir said that the figure 
“could conceivably reach $12 bil- 
lion in 1954. This estimate is, of 
course, predicated on the ability of 
the nation to achieve the level of 
prosperity forecast by the Presi- 
dent and leading economists” ($300 
billion annual national income). 

He asserted that, while adver- 
tising men must continue to move 
goods, they also will have to 
“translate the good conduct of 
business into a form understand- 
able to the rank and file. ..Adver- 
tising, if it meets the challenge, 
will become a voice for the good 
deeds of business.” 

In addition to using newspapers, 
magazines and radio to tell the 
management story, he suggested 
that “fireside chats” on television 
can be employed by company ex- 
ecutives to tell workers and the 
general public how business oper- 
ates. The companies that do tell 
their stories effectively, he said, 
will have an advantage over their 
competitors. 


‘Crusade’ Returns on TV; 
Co-op Sponsors Line Up 


“Crusade in Europe” is begin- 
ning a second run on ABC-TV with 
nearly 30 stations already’set to 
carry the 26-week motion picture 
film series based on General 
Dwight Eisenhower’s book. At 
least 11 stations have sold the film 
on a co-op basis. Others are car- 
rying it as a sustainer under ABC’s 
special syndicating plan. 

One advertiser—Mercury Tele- 
vision & Radio Corp. (Byron H. 
Brown)—is carrying the program 
on two stations, KGO-TV, San 
Francisco, and KECA-TV, Los An- 
geles. The original showing of 
“Crusade,” which started last 
spring, was sponsored by Time 
Inc. 


Fraeberg Joins KPIX-TV 

Larry Fraeberg, formerly with 
Anton of California, has joined the 
sales staff of KPIX-TV, San Fran- 
cisco. 


CREATORS and PRODUCERS 


SLIDE FILMS 


* Full 
Color 35 mm 
*® Black SLIDES 
and White 
““Individvalized'’ service customed to 
your most cting requi t 


FILM 
SLIDES 


Masters made from your original art- 
work—and duplicati C letely au- 
tomatic process- 
ing equipment. 


Quantity 


DUPLICATIONS 


Any Size Transparency 
in Any Quantity 


quantity production 
for the trade. Prompt, courteous atten- 


SLIDE 
MOUNTING 


Glass or Readymounts 


We specialize in 


tion. 


Special film services—lab or studio— 
for every film requirement, each budget- 
wise. 


CUSTOM MADE 
te Free Service | COLOR PRINTS 
List 110 on Wash Off Relief— 
request Carbro 


OVER 50,000,000 SLIDES PRODUCED 


CINEQUE Colorfilm LABORATORIES 


424 EAST 89th ST. N.Y.C. SAcramento 2-4894 
CHICAGO: 30 W. WASHINGTON + Fin. 6-2250 
NEW YORK: 18 EAST 42nd ST. + VAn. 6-2900 


Badger & Browning Named 


Robertson Factories, Taunton, 
Mass.,. manufacturer of Vogue 
curtains, has appointed Badger & 
Browning & Parcher, Boston, to 
handle its advertising. Consumer 
magazines, trade publications and 
direct mail will be used. 


Sharp Agency Names Woodruff 


Leonard R. Woodruff has been 
named an account executive of 
Ralph W. Sharp & Associates, De- 
troit agency specializing in food 
and beverage advertising. 


McCann Promotes Shelby 


James C. Shelby, assistant radio 
director, has been appointed direc- 
tor of radio and television of the 
Chicago office of McCann-Erick- 
son, effective Feb. 15. He succeeds 
Kenneth Craig, who has joined 
CBS as assistant to H. Leslie At- 
lass, vice-president. 


Adds Ruth Avorn to Staft 


Ruth Avorn has joined Alfred 
J. Silberstein, Bert Goldsmith Inc., 
New York, in an executive capac- 
ity. 


Opens Foreign Department 

Manhattan Advertising, New 
York, has established a foreign 
language department to specialize 
in Spanish and Portuguese adver- 
tising. Gary Pickard will be in 
charge of the agency’s foreign 
operation. 


Gordon Agency Names Moss 


Gordon & Rudwick, New York, 
has appointed Alfred S. Moss, for- 
merly an account executive with 
Tracy-Kent, as vice-president and 
a member of the plans board. 
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‘Le Droit’ Increases Rates 


Effective April 1, Le Droit, © 
tawa, will increase its advertisi 
rate from 10¢ to 11¢ per line. The 
new rates are based on a raise ig 
circulation from 25,000 average 
daily circulation to approximately 


’ 


Tennessee Biscuit to Roush 


L. W. Roush Co., Nashville, hag 
been retained to handle the ad. 
vertising of Tennessee Biscuit Co, 
Nashville. Newspapers and radig 
will be used. 
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Starts Advanced Ad Course 


The University of Colorado, 
Boulder, with the cooperation of 
the Advertising Club of Denver, 
js conducting a series of ten eve- 
ming advertising lectures by mem- 
pers of the Denver advertising pro- 


fession. 
Bell Named Art Director 


Jerome Bell, formerly with 
Gardner Displays, has been ap- 
pointed art director of Public Re- 
lations Research Service, Pitts- 
burgh. 


WOW Appoints DeMoss 


Lyle DeMoss has been appointed 
acting assistant general manager 
of Station WOW, Omaha. He also 
will continue as program manager 
of WOW, WOW-TV, Omaha, and 
KODY, North Platte, Neb. 


WPTZ Appoints Kelly 


John J. Kelly, formerly publicity 
director and commercial repre- 
sentative of Station WCAU, Phil- 
adelphia, has been named director 
of sales promotion and publicity of 
Station WPTZ, Philadelphia. 


Buckley Elects Robertson 


Scott Robertson, executive vice- 
president, has been elected presi- 
dent of Homer J. Buckley & Asso- 
ciates, Chicago agency. He suc- 
ceeds Mr. Buckley, who has been 
made chairman of the board. G. B. 
Greene, production manager, has 
been named vice-president. 


Fuqua Joins Henri, Hurst 

Nelson Fuqua, formerly with 
Ruthrauff & Ryan, has been named 
to the copy staff of Henri, Hurst 
& McDonald, Chicago. 


Ayres Named Representative 


William A. Ayres Co. has been 
appointed California advertising 
representative of Pacific Drug Re- 
view, Portland, Ore. Ayres’ head- 
quarters are in San Francisco and 
branches are located in Los An- 
geles and Seattle. 


WKEBW Appoints Tichenor 


Dudley Tichenor has been ap- 
inted sales manager of Station 
KBW, Buffalo, succeeding Roger 
M. Baker, who was promoted re- 
cently to assistant to the president. 


——— 


6 Its No Bargain. 


So often, the man who brags that no sidewalk slicker will ever 


“ALAN 


TICAL 
sTION 


palm off a "bargain" on him is the one who falls hard for the 


promises of bargains in welfare and security. 


Whoever said "You don't get nuthin’ for nuthin’ " was short on 


grammar but long on logic. Somebody will have to pay for 


these "free" packages of health, wealth, and happiness that 
are being promised for all. And the somebody who will foot 
the bill is everybody! What's more, the most sizable part of 


the bill will be presented to our children . . . and their children. 
The real cost of this "free" gift of a better world for all will be 


confiscatory taxes; strangling regulation; and the eventual 


drying up of venture capital, the real source of jobs and 


increasingly better standards of living. 


We, at Chilton, believe that no effort should be spared to 
drive home the fact that "You don't get nuthin’ for nuthin’ 
... the fact that the welfare of the country—and the world— 


it 


actually depends on the maintenance of a system of free 


enterprise that offers ever-expanding opportunities for all. 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


100 East 42nd Street 
New York 17, N. Y. 


CHILTON 


is a 


JOURNAL AND REVIEW OF OPTOMETRY © THE JEWELERS’ CIRCULAR-KEYSTONE * AUTOMOTIVE INDUSTRIES «© MOTOR AGE 


© THE SPECTATOR PROPERTY INSURANCE REVIEW ° 


DISTRIBUTION AGE 


15 


‘United Nations World’ 
Changes Format of Editions 


Starting with the February is- 

sues, United Nations World will 
change the format of its British 
and Swedish editions. The British 
edition will increase its size to con- 
form with the American edition, 
will have inside pages on coated 
stock and each issue will have a 
full-color form. The Swedish edi- 
tion also will have coated stock, 
and will conform to the U.S. edi- 
tion. : 
UN World expects to get the 
French, German and Italian edi- 
tions under way this year, thus 
forming a complete European 
package for advertisers. Advertis- 
ers in the U.S. edition this year, 
with six-time schedules or better, 
are being offered the British and 
Swedish editions as bonus. 


Arndt Appoints Agency 


Arndt Metalcraft Corp., Trenton, 
N. J., manufacturer of alumin- 
um summer furniture, has ap- 
pointed Broomfield-Podmore- 
Burnside, Trenton, to handle its 
account. Business papers and direct 
mail will be used. 


HOW TO GET 
AHEAD IN 
ADVERTISING 


Your success in advertising de 
largely on your ability to seh oe 
ideas—your ability to use your imag- 
ination—your creative power. 

_ “YOUR CREATIVE POWER’ is the 
title of a new book, written oy 8 famous 
advertising man, and just published by 
Scribners. The author is Alex Osborn 
—the “Osborn” of Batten, Barton, 
Durstine and Osborn—one of America’s 
largest advertising agencies. 

In this new volume, Mr. Osborn has 
condensed into a few hours of utterly 
fascinating reading his 40 years’ suc- 
ay experience in advertising and 
se . 


How to Think Up Advertising Ideas 
Here are just a few of the things this 
book tells you: 

> How some famous ideas were born 

> How to think up ideas 

> How to recognize good ideas 

> How to present your ideas to others 

> How to win advancement 

> How to develop creative power in 

others 

> The 10 habits that kill ideas 

> The 10 habits that breed ideas 

> How a single idea made $5,000,000 


What Well-Known People Say 


Richard C. Borden, nationally known 
sales consultant—‘‘The most valuable book 
in my library.” 


large research organization—‘I defy any 
am is 


ing he could finish it before stoppi or 
either food or sleep.” no f 
Raymond Rubi Founder of Young 
and Rubicam—“If I had a chance to 
read it when I was 22, I might have used 
my working time much more creatively.” 


Dr. Henry C. Link, author and psychol- 
ogist—“Best possible kind of book on how 
to achieve creativeness.” 

G. Lynn Sumner, President, G. Lynn 
Sumner Co.—‘‘The best book on creative 
thinking I have ever read.” 

Many who read this book want to GIVE 
it. Elizabeth Arden sent 110 copies to 
friends in the retail trade. A manufac- 
turer sent a copy to each of his 38 field 
representatives. H. J. Heinz Company, 
rhage | Mutual Life, Standard Oil of 
Ohio, Champion Spark Plug, Ward Bak- 
ing, are among the companies which have 
given copies to all their executives. 


Read it 10 Days Free 


No matter whether you are a copy- 
writer, artist, student, or advertising ex- 
ecutive, the publishers are so certain that 
this new volume (41 chapters, 355 pages) 
will be of great value to you that they 
make this offer: Read the book for 10 
days without cost or obligation. If you 

° senoly return the book 


i Sa Oi 


Charles Scribner’s Sons, Dept. 142 
597 Fifth Ave., New York 17, N. Y. 


Please send me YOUR CREATIVE POWER 
for 10 days’ FREE examination. Within 
that time I will remit $3.00 plus a few 
cents mailing charges, or return the book. 


Name. 


Address. 


SAVE! If you enclose payment, publisher 
e return 


will pay mailing charges. Sam 
privilege. 
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‘Star Weekly’ Price 
Change Attacked by 
Canadian Publishers 


Orrawa—Canadian publishers 
last week voiced the fear that a 
new 5¢ per copy price hike of the 
Toronto Star Weekly in provinces 
outside of Ontario and Quebec 
might jeopardize the second class 
mailing rate. There are no zone 
rates on second class in Canada, 

“Uniform postal rates have been 
provided so that citizens in every 
part of Canada may have an equal 
opportunity to enjoy and profit by 
periodicals, magazines and news- 
papers wherever published in Can- 
ada,” I. D. Carson, executive vice- 
president of the Periodical Press 
Association, said. 

Ottawa postal authorities said 
the price differential does not vio- 
late post office regulations. 


ws The Star Weekly broke a tra- 
dition of Canadian publishers re- 
cently when it raised the 10¢ price 
of its publication to 15¢ in pro- 
vinces outside of Ontario and Que- 
bec. 

R. B. Cowan, circulation mana- 
ger of the Star Weekly, said that 
production and distribution costs 
were responsible for the price hike. 

Several other publishers agreed 
with Mr. Carson’s view that a uni- 
form price throughout Canada is 
implied by the flat second class 
mailing rate. They voiced fear that 
zone pricing for publications might 
lead to zone postage rates. 


Firestone Joins NBC 


George Firestone, formerly in 
the sales promotion department of 
the international truck division of 
Clark Equipment Co., Battle Creek, 
Mich., has joined the advertising 
and promotion staff of the central 
division of National Broadcasting 
Co., Chicago, effective Feb. 1. 


Gets Quinine Account 

Russel M. Seeds Co., New York 
office, has been named to handle 
the consumer advertising in the 
United States for the Dutch cin- 
chona interests. A quinine drive is 
being planned to supplement the 
work of the Cinchona Products In- 
stitute Inc. 


Ekco Names Forster V. P. 


Henry C. Forster, merchandise 
manager, has been named vice- 
president of Ekco Products Co., 
Chicago, housewares manufac- 
turer. 


LEAVE A . 


LASTING REMINDER! 


The surest way to be remem- 
bered is to place your name 
and business on a Gits Quality 
Plastic Product. Inexpensive! 
Practical! Truly a friendly, ef- 
fective reminder that will serve 
24 hours a day for a long time. 
There's a wide selection to 
choose from, ranging from 
$2.50 per 1000 to $10.00 per 
item. Ask your specialty job- 
ber to see these lasting, color- 
ful items, or mail coupon 
below for catalog and prices. 


a / 


rum GITS MOLDING CORP. —-——-~ 

| _4646W. HURON ST., CHICAGO 44, ILL. 

| (C2 Please send me catalog and price list of 
Gits Quality Plastic Items. 

| COMPANY ...... 

i ADDRESS ... ik Hl A a 
CciTy... sieteeiastn TE neg Catietinces 
OC Please also send suggested ways for using 

i Gits Advertising Specialties and Novelties. 
he ceeeeaminious 

1 We sell ()) direct to consumers, O jobbers, 

1 Ci dealers, (1) focturers, ).... 


ean CP On 5B PP BEE GEE GN AE Hp epewane 


To Schoenfeld, Huber 


Schoenfeld, Huber & Green, Chi- 
cago, has been retained to direct 
the advertising of American Coat- 
ing Mills, Chicago, division of 
Owens-Illinois Glass Co. Trade 
publications and magazines will be 


Atlantis Names Van Meter 


William W. Van Meter has been 
appointed assistant general sales 
manager of Atlantis Sales Corp., 
Rochester, N. Y., selling organiza- 
tion of R. T. French Co. 


Appoints Lowe & Stevens 


Atlantic Steel Co., Atlanta, has 
named Lowe & Stevens, Atlanta, to 
direct the advertising of its ware- 
house and manufacturing divisions. 
Newspaper, farm journal, trade 
publication, direct mail, booklets 
and —_ of purchase advertising 
will be used. 


Elwin Agency Moves Oftices 


Elwin Advertising Agency, Chi- 
cago, has moved its offices from 
35 . Dearborn St. to 22 W. Mon- 
roe St. 


5 


Binding Firm Names Wilson 


L. A. Wilson has been appointed 
head of the Standard Mechanical 
Bindings Co., a subsidiary of Dob- 
son-Evans Co., Columbus, O. His 
duties will include sales and pro- 
duction supervision and he will be 
in charge of custom binding. 


Day Joins Lynn Baker 


Robert W. Day, formerly with 
H. B. Humphrey Co., New York, 
has joined Lynn Baker Inc., New 
York, as director of radio and 
television. 
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Sikes, Holbrook Elected 


Allen B. Sikes, service manager, 
Bureau of Advertising, ANPA, ang 
Richard G. Holbrook, head of copy 
research, Batten, Barton, Dursting 
& Osborn, have been elected presj, 
dent and secretary-treasurer, re. 
spectively, of the Copy Research 
Council, New York. 


Starts New Art Service 


Bernice Hendricks, formerly art 
buyer for Warwick & Legler, has 
started her own art service at 4§ 
W. 45th St., New York. 
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‘MECHANIZED SELLING 5 


_ ANSWERS YOUR QUESTIONS aq 


Rec Ay >, 


U= the high-speed, low-cost tools of advertising to 
help the salesman over the first three steps to a 
sale. Give him more time to concentrate on the pay-oft 
steps, and lower unit sales costs will follow. That’s the 
sound doctrine of MECHANIZED SELLING. It’s the 
theme of a continuing program launched by McGraw- 
Hill in 1946 to acquaint management with the proper 
function of advertising. McGraw-Hill has developed 
this concept of advertising as a cost-cutting tool in a 
series of booklets, advertisements, slide and strip films. 
WHEN THE CURVE IS UP, published in 1946, discussed 
the principles of MECHANIZED SELLING in consider- 
able detail. MECHANIZED SELLING AT WORK took the 
basic argument a step further, buttressing it with case 
histories of manufacturers who have applied the prin- 
ciple successfully. ORDERS AND HOW THEY GROW 
probed even deeper, went beyond the broad concerns 


costs. 


PAPER ADVERTISING 


Geis 
5a 


of management to the specific, everyday problems of 
the salesman. It showed him how MECHANIZED SELL- 
ING works to help him use his time more productively, 
where it fits into the sales picture, how it reduces selling 


Management’s reception of this developing theme 
has been gratifying. Management men tell us it has 
given them a more realistic concept of advertising. 
Company presidents pass copies of these booklets along 
to their boards of directors. Agencies take the story to 
their clients in presentations and slide films. Sales meet- 
ings have been built around MECHANIZED SELLING. 
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Sherry Names Bobley Co. 


Louis Sherry Inc., New York, 
food packager, has appointed Bob- 
ley Co., New York, to handle ad- 
yertising for Louis Sherry pre- 
serves in newspapers, radio, tele- 
yision, and with point of sale ma- 


Promotes H. A. Palmer 


Harry A. Palmer, an account 
executive of the Foreign Advertis- 
ing & Service Bureau, New York, 
since 1946, has been elected a vice- 
president of the agency. 


Allstate Moves Offices 


Allstate Insurance Co., automo- 
bile insurance subsidiary of Sears, 
Roebuck & Co., has moved from 
the Civic Opera Bldg. to its own 
new 10-story building at 3245 W. 
Arthington St., Chicago. 


Richman to Kashuk Agency 


Lew Kashuk & Son, New York, 
has appointed Richard E. Rich- 
man, formerly with Columbia Pic- 
tures, as director of publicity for 
the agency’s newly formed publi- 
city department. 


Named to Magazine Ad Post 


Smith W. Moseley, formerly 
classified advertising manager and 
merchandising manager of Pro- 
gressive Farmer, has been pro- 
moted to southeastern advertising 
manager, attached to the publica- 
tion’s home office in Birmingham. 


Hornecker Joins WICC 


Toni Plans ‘Giant’ 
Drive for ‘Midgets’ 


Cuicaco—Magazines, radio and 
newspapers, plus counter and win- 
dow displays, will be used begin- 
ning March 26 in the “most ex- 
tensive single merchandising cam- 


paign in Toni history” for new 
Midget Spin curlers it has de- 
veloped. 

The new, all-plastic curlers have 
been developed to meet the prob- 


George Hornecker, formerly an 
account executive of American Di- 
rect Mail Co., New York, has joined 
the sales staff of Station WICC, 
Bridgeport, Conn. 


G BOOKLET 


> 


a 


game McGRAW-HILL 


oe 


<A 7 , that Mechanized Sell- 
ing haa taken « secure place in realistic 
management thinking, McGraw-Hill 
announces a new hooklet with a new 
alant on the familiar principle. MEOH. |. 
ANIZING YOUR SALES WITH BUSH 

NESS PAPER ADVERTISING throwsthe — 
searching l'ght of analysis on MEDIA. 
It seta up guide posts for finding the 


can MECHANIZED SELLING be used 
to greatest effect? 


It explores the market for products 
that sell to business and industry, urges 
management men to ask themselves 
four fundamental questions: Can I hit 
my markets with business magazines? 
Do they go to the people I have to sell? 
Are business magazines really read? 
Will advertising in business magazines 
pay off for me? 

The answers indicated in this new 
booklet are soundly based on authori- 
tative surveys and questionnaires, but 
are intended to be merely illustrative ot 
what successful users of MECHANIZED 
SELLING have done. Every manage- 
ment man who reads and uses this 
practical book is urged to get the an- 
swers to his own questions for himself. 

We believe you will find this new 
McGraw-Hill booklet helpful. Ask your 
McGraw-Hill man for: your copy, or 
write us on your business letterhead. 
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lem of home-waving current short 
hair styles. The Midget curlers are 
small replicas of the Spin curler 
introduced by Toni last year. With 
a combination refill kit, the small 
curlers will retail for $1.33. 

Ads are scheduled in Life, This 
Week Magazine, Parade, Puck— 
the Comic Weekly and the Metro- 
politan Sunday Comic Group. In 
addition, the curlers will be 
plugged over Toni’s CBS radio 
shows, “Give And Take,” “This is 
Nora Drake” and “The Arthur 
Godfrey Show.” 

Foote, Cone & Belding is the 
agency. 


Radio Group Names Rhodes 

Ray Rhodes, San Francisco man- 
ager of the Paul H. Raymer Co., 
has been appointed chairman of 
the San Franc'sco council of the 
National Association of Radio Sta- 
tion Representatives. He succeeds 
Lindsey Spight of John Blair & Co. 
The San Francisco and Los An- 
geles councils of the association 
are cooperating in a spot radio 
promotion, with awards to be made 
for outstanding use of the medium 
in West Coast drives. 


Everywhere you look 
it’s EXCELLO Printing! 


e PRINTED BETTER 

e PRINTED QUICKER 

@ PRINTED TO FIT 
YOUR BUDGET 


One of the outstanding offset 
and letterpress printers in the 
Middle West! 


XCELLO PRESS n:. 


400 North Homan Avenue 
Chicago 24, Illinois 
NEvada 2-2100 
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The 


is built-in 


There are two pictures on this page: 
the one you are looking at; and the one 


they are looking at (which you can’t see). 


To you the important picture is the people 
in front of the television screen. It is a 
picture of the special impact achieved only 
by this medium, yet which goes far 


beyond the novelty of television. 


But we are equally concerned with the 
picture on the screen. For it is the result of 
creative programming which alone can 
sustain this kind of impact... building into 
every program the magic that holds the 


largest audiences week in and week out. 


It is now clear that CBS is the richest 
source of such programming in television 
today; that CBS consistently has more 

of the most popular programs than any 
other network; and that most of these 


programs have been created or produced 


by the Columbia Broadcasting System. 


This picture of television’s impact is a 


picture any advertiser can create— 


but he needs the magic of CBS to hold it. 


CBS TELEVISION 
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Spring Air Develops ‘Sleep Check Chart’ 


HOLLAND, Micu.—Four-color and 
b&w pages in six magazines and 
ads in seven trade publications will 
be used starting in March by the 
Spring Air Co. to display its new 
“Sleep Check Chart.” 

The sleep chart, developed by 
the company and its agency, Mac- 
Donald-Cook Co., was designed to 


“fit the mattress to the customer.” 
Prospective customers are asked 
to fill out questionnaires. The in- 
formation is then applied to the 
master “Sleep Check Chart” to de- 
termine the mattress prescription. 

Personnel in Spring Air’s 6,000 
dealer organizations are being 
trained to use the chart. 


Sales Portfolios * Advertising Specialties 


Die-Cutting * Mounting « Paper Lining, etc. © 
@ SERVICE BINDERY CO., INC. 


and subsidiary 


Plant—. 24) Seuth Wabash AvenuerChice 
New Phone—CAlumet 5-3224 


Magazines on the schedule are 
American Home, Better Homes & 
Gardens, Good Housekeeping, 
House Beautiful, House & Garden 
and Life. Ads will also appear in 
Bedding Merchandiser, Hospitals, 
Hospital Progress, Hotel Manage- 
ment, Hotel Monthly, Modern Hos- 
pital and National Furniture Re- 
view. 


DuMont Shifts Barrett 


Halsey V. Barrett has been 
transferred from the spot sales to 
the network sales department of 
the DuMont Television Network, 
New ‘York. Arthur C. Elliot, for- 
merly local sales service manager, 
will replace Mr. Barrett in spot 
sales. William Walters of the guest 
relations: staff has been named 
local sales service manager. 


Meeker Names Filion 


Ed Filion, formerly associated 
with Pan American Airways, New 
York, has joined the sales staff of 
Robert Meeker Associates, New 
he nn radio-TV station represent- 
ative. 


de Garmo Agency Names 
Creegan: Adds Accounts 


de Garmo Inc., New York, has 
named Stella May Creegan, pre- 
viously with Day, Duke & Tarle- 
ton, as manager of production and 
traffic. 

The agency also has announced 
that it will handle advertising for 
Republic Aviation Corp., Youngs 
Rubber Corp., Holland-Rantos Co. 
American Rolex Watch Corp., and 
Brockway Glass Co., all formerly 
serviced by Albert Woodley Co. 
The de Garmo agency was formed 
early in January by Louis de 
Garmo, who left the Albert Wood- 
ley Co. 


Appoints Seelig Agency 

Comfort Writer’s Service, St. 
Louis, has placed its advertising 
with Seelig & Co., St. Louis. Na- 
tional magazines, farm journals, 
newspapers and direct mail will 
be used. 


Williams Joins Geissinger 

Robert L. Williams has joined 
the Los Angeles office of W. B. 
Geissinger & Co. 


Jor those who like ‘ew tall, 


Introduces 


LYDIAN BOLD 


The devotees of slimness will welcome this 
distinctive, dressy design by the well-known 
calligraphic artist, Warren Chappell. This 
is not a mere narrowing of popular Lydian 
Bold, but a consistent original conception 
of broad-pen lettering in restricted width, 
with remarkably open counters and vig- 


orous freedom in the curves. Close-set or 
letter-spaced capitals in display sizes up 
to 7)-point have a noble dominance that 
comes as a rich relief from monotone sans 
serifs. Yet in the book sizes, even as small 
as the 10-point, readability is unsurpassed 
by any other condensed face. 


American Type Founders 


200 Elmora Avenue, Elizabeth B, New Jersey 
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Lydian Bold Condensed is im- 
mediately available from stock 
at all ATF Branches. The new 
companion Italic is now in 
production for later delivery. 
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‘1'CCA. Richard S. Hayes, 
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Adin Davis Picked 
to Head Controlled 
Circulation Audit 


New YorK—Adin L. Davis, pres. 
ident of the Controlled Circula- 
tion Audit, advertising manager 
of the Worthington Pump & Ma- 
chinery Corp., Harrison, N. J, 
and secretary. 
treasurer of the 
National Indus. 
trial Advertisers 
Association, has 
been elected 
managing direc- 
tor of the CCA, 
effective March 1, 
He succeeds the 
late Frank L. Av- 
ery, who held the 
position for the 
past 18 years. 

Mr. Davis was one of more than 
a score of candidates for the posi- 
tion. About 12 were presented to 
the CCA board last Monday by 
the screening committee headed 
by Robert G. Macbeth, advertis- 
ing manager of the Fairbanks Co. 
(AA, Jan. 30). 

It is understood that Mr. Davis 
will resign all of his other posi- 
tions to devote his full time to 
adver- 
tising manager of the Okonite Co., 
Passaic, N. J., vice-president of 
the CCA, will succeed Mr. Davis 
as president. Both were elected of- 
ficers at the annual meeting last 
November (AA, Nov. 28, 49). 


Adin Davis 


a Mr. Davis has been advertising 
manager of Worthington Pump 
for the past seven years. Before 
that he was sales promotion man- 
ager of the company’s construction 
equipment division at Holyoke, 
Mass. Previously, he had been ad- 
vertising manager of Graton & 
Knight Co., Worcester, Mass. He 
has been active in NIAA for sev- 
eral years and is a past president 
of the Industrial Advertisers As- 
sociation of New York. 

The Controlied Circulation Audit 
was founded in 1931 to audit the 
controlled circulation of business 
papers. Its present membership is 
499. Robert W. Walker, assistant 
managing director, was appointed 
last November. Mr. Avery died 
Jan. 20. 


Advances Leo Nist 


Capper-Harman-Slocum Inc., 
Cleveland, has named Leo W. Nist 
as research and promotiom direc- 
tor of Michigan Farmer, Ohio 
Farmer and Pennsylvania Farmer, 
succeeding Mrs. Marion Reeves, 
who has retired. Mr. Nist has been 
with the company for two years in 
the editorial department and gen- 
eral manager’s office. 


Florida Adwomen Elect Kraus 


The Women’s Advertising Club 
of St. Petersburg, Fla., has elected 
Virginia Kraus, St. Petersburg 
Printing Co., president. Other of- 
ficers are: Emily Nelson, Florida 
Power Corp., vice-president; Trudy 
Hayden, Ace Signs, secretary, and 
Amv Bravo, St. Petersburg Inde- 
pendent, treasurer. 


Forms Research Division 

Chartmakers Inc., New York, 
has formed a marketing and sales 
research division as a new service 
under the direction of Cy Chaikin, 
previously with the New York 
Herald Tribune as marketing and 
research manager. 


Charles Lamm to ‘True’ 

Charles E. Lamm, formerly with 
Midwest Farm Papers Unit, has 
joined the New York sales staff 
of True. 


ALA 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally y Burn-Smith 
o., Inc. 
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ADVERTISING PAGES 
PUBLISHED .... 1949 
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oe! PUBLICATION OFFICE: TULSA 1, OKLAHOMA 
a OFFICES: NEW YORK, PITTSBURGH, CHICAGO, 
LOS ANGELES, HOUSTON, ENGLAND 
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NEW YORK 
220 East 42nd St.—MUrray Hill 7-5200 


Metropolitan 


CHICAGO 


Tribune Tower—W Hitehall 4-2280 
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DETROIT 
New Center Bldg.—TRinity 2-2090 
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Announcing a new BASIC GROUP 


METROS SUNDAY PICTURE MAGAZINES 


MODERN TABLOID SIZE AND PRINTED 
BY THE CELEBRATED GRAVURE PROCESS 


L5. () () (). () () () circulation 


This unified Group will serve large and small advertisers, 


alike, in doing a more dramatic advertising and resultful 


selling job in the nation’s richest markets. Fractional color, 
copy changes, lower rates, are in the package, too. Ask the 


nearest Metro office for details. 


Magazine Group 


SAN FRANCISCO LOS ANGELES 
155 Montgomery St.—GArfield 1-7946 448 South Hill St.—MIchigan 0578 
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U. S. Steel Names Adams 


Phelps Adams, formerly chief 
of the Washington bureau of the 
New York Sun, has been made 
a special assistant on the public 
relations staff of J. Carlisle Mac- 
Donald, assistant to the chairman 
of the board of United States 
Steel Corp., New York. The ap- 
pointment becomes effective Feb. 
20. 


Agency Group to Meet 


Midwestern Advertising Agen- 
cy Network will hold its quarter- 
ly meeting at the Deshler Hotel, 
Columbus, O., Feb. 25-26. 


Howland Elects 3 V. P.s 


William M. Fleischman Jr., west- 
ern manager of Howland & How- 
land, publishers’ representative, 
has been elected a vice-president 
of the company. John H. Howland, 
eastern sales manager, and Joseph 
M. Ives, of the sales department, 
were also named vice-presidents. 


Promotes Paper Towels 


Brown Co., New York, has plans 
for a national trade and farm cam- 
paign to promote its new Nibroc 
Kowtowls, paper towel for cows. 
The New York office of Alley & 
Richards handles the account. 


3 Researchers 
Pool Facilities 
in Market Study 


Middletowns Inc. Formed 
for Co-op Research by 
Crossley, Roper, Stewart 


New YorK—A jointly-operated 
“testing laboratory” for fundamen- 
tal research in marketing problems 
is being organized by Stewart, 
Dougall & Associates, Elmo Roper 
and Crossley Inc. 

The organization will be known 
as Middletowns Inc., will be a sep- 
arate corporate entity, and for the 
first year will serve clients of the 
three sponsors only. 

The operation will take the 
form of a series of test cities with- 
in which facilities will be set up 


for investigation of a variety of 
problems under carefully con- 
trolled.conditions and with a good 
deal of local knowledge. The top 
statisticians and sampling people 
of the three sponsoring groups are 
now working out details of the 
new organization, Arthur B. Dou- 
gall, secretary-treasurer of Mid- 
dletowns, told AA. 


w It is expected that the new op- 
eration will be ready for business 
within the next two months, Mr. 
Dougall said. It will have its own 
staff and a resident manager in 
each of the cities and towns to be 
selected. For the first year, the 
number of towns will be limited 
to four, but by 1951 it is expected 
that seven or eight areas will have 
been established, Mr. Dougall said. 

This is the first time that inde- 
pendent market research analysts 
have cooperated in anything of 
this kind, Mr. Dougall pointed out, 
and research people, he said, are 
watching the experiment with un- 
usual interest. 


~ TIP-TOP BREAD 


proves the effectiveness of 


MEYERCORD DECAL 


WINDOW SIGNS & 


VALANCES 


“For years, point-of sale promotion has been a 
vital factor in our entire merchandising program." 


"We have found that Meyercord Decal Valances and 
Window Signs have been particularly effective in 
promoting Tip-Top products at a reasonable cost." 


DECAL SIGNS 


PROMOTE MORE SALES 


valances can be 


story! Write Dept. 3-12, 


National ads, radio, etc.,—tell wHY to buy—Decal signs on Main Street 
storefronts tell WHERE! And Meyercord Decals tell ‘‘where’’ better—for a 
longer time—in more places—night and day—at lower cost. Be sure the 
public finds—and asks for your product. Promote your brand with Decals 
on America’s ““Mainstreet.’’ Meyercord Decal signs and top-of-the-window 

roduced in any number of colors, sizes or designs. : 
Personalized with dealer's names, too. They're easy to apply—and last for 
years. There is real sales-power in Meyercord Decals. Learn the whole 


JeMEYE 


peril Tehnial fealty 


Ask about Decal 
LETTERING KITS 


Advertising Age, February 6, 19% 


Activities of the so-called labg 
atory will range all the way frog 
simple before-and-after tests ¢ 
contemplated large-scale sales ag 
promotion plans to long-rangal 
projects involving such questiog 
as the interrelation of factors j 
fluencing purchase attitudes. 


= It is pointed out that the t 
sponsoring organizations are in y 
sense merging, but are simply seu 
ting up Middletowns Inc. as a f 
cility for joint use. The resources 
of the three organizations and tf 
volume of their combined researg 
work is expected to enable ft 
“laboratory” to operate more @ 
ficiently and economically tha 
one operated by any one of tha 
companies separately. 

The new organization will op 
erate under the direction of 
executive committee consisting @ 
Robert Williams, associated wit 
Elmo Roper; Archibald M. Crossley 
head of Crossley Inc.; and Arth 
B. Dougall, partner in Stewa 
Dougall & Associates. Officers @ 
Middletowns Inc. are Elmo Ropeg 
president; Archibald M. Crossley 
vice-president; and Arthur 
Dougall, secretary-treasurer. 

Present plans, Mr. Dougall told 
AA, are to select a series of “teste 
tube cities” and collect all periis 
nent social and economic dat@ 
about them on a continuing basisay 
Against this background of basi¢ 
up-to-date information about @ 
community, the results of any con- 
trolled experimental research canii 
be more easily analyzed and the 
significance more readily unders 
stood. 


s Local interviewing staffs will be 
organized under a resident man- 
ager trained to operate in each 
locality. The cities will be sur- 
veyed for sampling purposes and 
both panel research and cross seec- 
tion interviewing may be carried 
on. With these facilities, it is be- 
lieved, it will be possible to con- 
duct a wide variety of experimen- 
tal researches, using individual 
cities as test spots, or combinations 
of cities to measure the relative 
importance of different factors. 

“In a single city, for example,” 
Mr. Dougall said, “or in a pattern 
of cities, not only may fewer fac- 
tors be operating, but it may also 
be possible to isolate and measure 
them more accurately and deter- 
mine their relative importance by 
holding some constant while vary- 
ing others. The result should be a 
more exact knowledge of the way 
marketing processes operate and 
also the development of additional 
new tools for further research.” 

Projects for clients of the spon- 
sors are already scheduled for the 
“Middletowns” as soon as the cities 
can be selected and the facilities 
for research in them put in opera- 
tion. These initial projects are ex- 
pected to occupy the full time of 
the new effort during the first 
year. 


Palm & Patterson Promotes 
King-Hedinger to V. P. 

T. King-Hed- Be 
inger has been 
named a vice- 
president of Palm 
& Patterson, 
Cleveland agen- 
cy. For the past 
two years he has 
been copy chief 
for the agency. 

Mr. King-Hed- 
inger was previ- 
ously an account 1. King-Hedinger 
executive of Al- } 
bert Frank-Guenther Law Inc., 
New York. 


McCarty Names Two V.P.s 


Clarence G. Davenport, in the 
Los Angeles office of McCarty Co. 
since 1930, has been named vice- 
president of the agency. He will 
be in charge of research and the 
development of client plans and 
campaigns. Willard H. Wilde, man- 
ager of the agency’s San Fran- 


cisco office since 1939, also has 
been made a vice-president. 
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“Biggest Fish” story. Scene above is frozen White 


able wheel-like pattern was formed by fishermen competing in the annual fishing 
contest at St. Paul Winter Carnival, first established in 1886. Each entrant is as- 


cia Sa id 
ef . 
ot 
* eee 
2 algae a 


ad 


iad dant : al 
be . t 
¥ ae ” 

— ° 

a a’ Sigh 3 -: iyo: 7 ’ * 

Sal " . ne i - iP ae Pe “a " 
Tae . amet ~ ’ : a $= 

i 


ed ie) - 7 * 
: A ee 
. ta aa ee ee * 
ie a vy - ” 
‘ a ens : ae + x 
eer ’ aan . vn is asa gery 
ee he e. are. ae x 
PO storia a = * ie: er - y 
“ 


Bear Lake, where this remark- 
hook the biggest 
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signed a segment of the ice, whereupon he chops a hole and sets to work trying to 


fish. The winning catch was a 5'%4-lb. pike; most remarkable 


result was caused by LIFE’s picture (above). For what happened, see next page. 


‘What happens when 


In many ways, the lusty, lake-studded 
Twin Cities of Minneapolis and St. Paul are 
unlike any other communities in America. 

But in one way they’re rigidly typical: 
They both find LIFE the most interesting, 
most stimulating of all magazines. 

In these two communities LIFE has 
198,150 readers. This is 24.7% of the 
population over 10 years of age — and is by 
far the largest audience of any weekly maga- 
zine. 

LIFE exerts a powerful effect on how 


citizens of the Twin Cities think, eat, dress, 
shop and sell. As Mayor Edward K. De- 
laney of St. Paul says: “LIFE has become 
an authentic part of our city’s life.” 

In city, town and village from coast to coast, 
LIFE has this same sort of influence. In fact— 


LIFE is read in one out of every three 
U. S. families — far more families than 
read any other weekly magazine! 

Small wonder that advertisers invest more 
dollars-for-selling in the pages of LIFE than 
in any other magazine! 


LIFE hits the Twin Cities ? 


Checking the week’s heaviest mail — the incoming issue 
of LIFE — are St. Paul Postmaster Arthur Van Dyke and 
Carl Branlund (left), Supt. of Mails. According to the post- 
master, no other magazine excites such interest. Once, when 
a delayed train caused LIFE to be late, he received hun- 
dreds of phone calls from anxious LIFE subscribers. 
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Careers and Civic Affairs 


‘i 


LIFE impact almost breaks ice. Speaking of the crowds drawn to St. Paul fishing St. Paul’s Mayor votes for LIFE. Dynamic Edward K. Delaney, one of the youngest 
contest after the LIFE story on it in 1948, Cliff Holmgren (above), Carnival publicity mayors of any U. S. major city, whose constituents are noted for their civic pride and 
chairman, said: “Attendance at next year’s contest was trebled. The lake became so unusual interest in community affairs, says, “LIFE is a source of valuable and inter- 
crowded, we hurriedly rounded up a U. S. Govt. Engineer to go out and see if the esting information which is presented in an excellent manner. LIFE has become an 
24-inch ice was holding its own.” authentic part of our city’s life.” 


These future sky hostesses (along with many others) entered a Minneapolis story, some from Mexico and such far-off places as Guam.” Showing how LIFE 
school for airline hostesses after reading an article in LIFE. Mrs. Zell McConnell, gets around, the four girls on the balancing boards are from Flint, Michigan; South 
who runs the school, says, “I received more than 550 inquiries as a result of LIFE’s Milwaukee, Wisconsin; Idaho Falls, Idaho; and Trenton, New Jersey. 
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Two LIFE collectors in the Twin Cities are Mrs. J. Lindquist and her daughter Patty. How LIFE helps art institute. “LIFE helps us bring art to many people who would 


“We've saved every copy of LIFE that has been printed,” says Mrs. Lindquist. “Patty otherwise not be reached,” says Mr. R. Plimpton, Director of the Minneapolis Insti- 

uses our collection in her school work, and often finds up-to-date articles on subjects tute of Arts (above with assistant, Mr. Greer). The poster announces a LIFE Circu- 
; she is assigned to study. Our friends, too, will often spend an enjoyable evening look- lating Exhibition on Renaissance Venice. The Institute has purchased many of these 
| ing up stories in our file of LIFE.” exhibitions outright, and lends them to Twin City schools. 


Future journalists study LIFE. Professor Fred L. Kildow, of the University of it is such an excellent example of how to communicate ideas through words and 
Minnesota School of Journalism, is one of the many educators who find LIFE pictures.” Here he shows one of his classes a LIFE article to illustrate a specific 
valuable in their work. He says, “I use LIFE regularly in my classes, because point about the power and effectiveness of pictorial journalism. 
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The good LIFE in Minnesota. Governor Luther Youngdahl, Minnesota's chief execu- 
tive, says, “I wish to commend LIFE for its dramatic presentation of today’s American 
scene. We in Minnesota are particularly pleased to have LIFE tell the story, in words 
and pictures, of the unique opportunities for business and rich living existing in our 
Twin Cities.” 


This window in Bockstruck & Co., St. Paul jewellers, shows how they tied in with 
LIFE feature on pearls. Said owner Herbert Bockstruck, “Not only were the pearl 
sales greater, but we were swamped by people who brought in their old pearls for 
restringing. In fact, demand was such that we actually reset some of our own stock 
to match those in the magazine. LIFE’s influence is remarkable.” 


LIFE moves goods... because LIFE moves people 


The Golden Rule in St. Paul is one of the many famous stores that use LIFE adver- 
tising pages in their selling. Says Golden Rule President Philip J. Troy, “Tying in with 
LIFE advertising increases our sales, and we find that our association with LIFE- 
advertised brands has the long-range effect of increasing our prestige. People keep 
coming in to ask for merchandise they saw in LIFE.” 


Typical scene during promotion of LIFE-advertised products in 11 Klein Super 
Markets in St. Paul. Said Chain Co-Owner Harry Klein: “The thinking behind a LIFE 
promotion is in complete accord with our aims. We increased our sales, and the 
promotion did a great job of enhancing our prestige in the community. All eleven 


of our store managers are clamoring for another!” 
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NEW Subscription Order Form... 


Please enter immediately my subscription to 


Advertising Age for 
([ One Year at $3.00 [(] Two Years at $5.00 [] Three Years at $6.00 
() Payment enclosed [] Bill me later [7] Bill my firm 


Title. 


Zone____ State. 


100 EAST OHIO STREET + CHICAGO 11, ILLINOIS 
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‘Home Furnishings’ 
Holds Rockford Show 
o Stimulate Sales 


RockrorD, ILL.—Home Furnish- 
gs Merchandising staged its “Plan 
for Better Living” in Rockford’s 
Shrine Temple on Feb. 1-2 as a 
promotional home furnishing show 
» boost local retail sales. 

The Haire business publication 
held its first promotion of a sim- 
jlar nature in Plainfield, N. J., last 
May, when local merchants and 
media joined forces with the mag- 
azine to stimulate community in- 
terest in local stores. The Rockford 
Star published an eight-page sup- 
plement Jan. 29 and the Rockford 
Register Republic did the same 
Jan. 30. 

Rockford’s program was based 
upon regular merchandise at reg- 
ular prices for the average family 
trying to make a more attractive 
home. There was no promotion 
of manufacturers’ names or brands. 


a The Carpet Institute led off 
the program with a presentation 
of “Fashions in Floor Coverings.” 
There followed a 45-minute skit, 
“Family Mathematics,” written by 
Home Furnishings Merchandising 
and produced by local talent, to 
illustrate remedies for the five 
most common decorating head- 
aches. 

In a panel discussion which was 
held later, Lillian Weiss, editor of 
HFM, acted as moderator. She was 
supported by Jo Bull, Midwest edi- 
tor, HFM, Mary Monze, decorations 
editor, American Home, and Carol 
Reed, Midwest editor, Living for 
Young Homemakers. 

Newspaper advertising announ- 
cing the program was sponsored by 
a group of 12 local merchants in 
| the furnishings field. Prior to the 

opening of the campaign, Rockford 

retailers built copy headlines for 
" their consumer ads around the 
“Better Living” theme used for the 
program. 

More than 3,000 Rockford citi- 
zens saw the show during its two- 
night run when the Shrine Temple 
was filled beyond seating capacity. 
Tickets for the program were dis- 
tributed free by participating 
stores. Interest in the program was 
stimulated by drawings for $600 
in furniture gifts made at the 
Shrine. 


Circulation Managers Elect 


Earle Fuller, of the Herald, Rut- 
mm lant, Vt., has been elected presi- 
dent of the New England Associa- 
tion of Circulation Managers. 
Other officers are: Hilding C. Pet- 
erson, Telegram-Gazette, Worces- 
ter, Mass., Ist vice-president; 
Frank J. Heinrich, Free Press, 
Burlington, Vt., 2nd vice-presi- 
dent, and Guy W. Merseau, Chris- 
tian Science Monitor, Boston, sec- 
retary and treasurer. 


To Mytinger & Casselberry 


John R. Christie, formerly ac- 
count executive of Dan B. Miner 
Co., Los Angeles, has joined My- 
tinger & Casselberry Inc., Long 
Beach, Cal., distributor of Nutri- 
@ lite food supplement. He will be 

engaged in advertising and sales 
promotion as agency coordinator 
for the organization, which has 6,- 
500 agents and distributors in the 
United States and territories. 


Oculine Appoints Factor 


Ted H. Factor Agency, Los An- 
eles, has been named by Oculine 
Co., Beverly Hills, Cal., to direct 
the advertising and promotion of 
Oculine Eye-Pads, medicated pads 
for relief of eye fatigue and irrita- 
tion. Transit advertising, news- 
Papers and television will be used 
in a campaign to promote the ben- 
efits of Oculine Eye-Pads in help- 
ing relieve effects of smog. 


@ Unicorn Sponsors Putnam 


Unicorn Press, New York, - is 
Sponsoring George Putnam’s 
Headline Clues” over three Du- 
Mont Stations. Victor A. Bennett 
0 the agency. 


Wedekind Joins Lentheric 

Mildred Wedekind, formerly 
general manager of Marie Earle 
Products, has been named to the 
executive staff of Lentheric Inc., 
New York, where she will handle 
products and package develop- 
ment and research. 


Conlon Leaves Tatham-Laird 

E. J. Conlon has resigned from 
his position in the merchandising 
department of Tatham-Laird, Chi- 
cago. 


Appoints Giegengack 

Augustus E. Giegengack has 
been named executive vice-pres- 
ident of Lanston Monotype Ma- 
chine Co., Philadelphia, effective 
Feb. 15. He has been on the board 
of directors since June, 1949. 


Wyatt Joins Erwin, Wasey 

Oswald S. Wyatt Jr., formerly 
advertising manager of Thiss Lug- 
gage Stores, has joined Erwin, 
Wasey & Co., Minneapolis, as copy- 
writer. 


America's 


FOREMOST 
TOY TRADE 


Magatine 
Only ABC Toy Paper 
Oldest in Field 
leads in Lineage ; 
i) Write for New Market 
1 Data Folder 
i] McCREADY 
71 W. 23rd N.Y. 10 


She lol | St 
Stu Rade 


With Apologies to Pond’s 


You sell the buying half of the 
Houston family when you 
pick The Post 


RALPH W. RUNNELS 
Advertising Director 


+ 
DAVID R. HAWORTH 


Engaged | 


extra nickel and I take 


Fett] 


Throw (nan 


The Post with me ( 
Pea » 
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National Advertising Mgr. 


BURKE, KUIPERS & MAHONEY, INC. 
National Representatives 
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To ‘Aviation Operations’ 


Robert J. Reed has been ap- 
pointed Chicago sales representa- 
tive for Aviation Operations, re- 
placing Robert T. Schott, now 
business manager of the maga- 
zine. Mr. Reed was most recently 
teaching and studying at Purdue 
University. 


When you 
need 


Remember 


WM. F. RUPERT 


RECENT | Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the past 55 years. 


90 Fifth Ave., New York 11 
OR 5-3523 


“Milwaukee Journal’ a Close Second to 
‘Chicago Tribune’ in Ad Leadership 


Media Records ‘First 50’ 
Report for 1949 Shows 
Unequal Linage Changes 


New YorK—The Chicago Trib- 
une—although more than a million 
lines short of last year’s advertis- 
ing total—led all other newspapers 
in advertising linage during 1949, 
Media Records’ annual “First Fif- 
ty” report revealed last week. 


BOAT CONSTRUCTION 


More boats constructed in the 
South in 1948 thon in the rest 
of the nation combined. 


Forty-one of the leading news- 
papers showed gains in advertising 
linage during 1949, but the Tribune 
and eight others showed a decline. 
The Tribune’s loss was all in clas- 
sified, and was accounted for in 
great part by the difference in the 
amount of space needed to carry 
classified in Vari-Type composi- 
tion during the long Chicago news- 
paper strike. 

While the Tribune dropped from 
a 1948 high of 42,681,608 lines tc 
a 1949 total of 41,573,095 lines, the 
Milwaukee Journal gained more 
than 6,000,000 lines to occupy the 
second spot with a total of 41,107,- 
266 during 1949. The Washington 
Star jumped from seventh posi- 
to third with 36,796,885 lines while 
the Detroit News fell short of last 


‘\|year’s advertising total by 100,- 


000 lines and dropped from fifth 


TEST wa 


silebes 7 in Los Angeles! 


y tO. MOVE 


e 


: 
FOOD IN Los anct® 


There’s a new high speed method for mov- 
ing food from grocers’ shelves to consumers’ 


And like all else that’s 


new and different in newspaperdom in Los 
Angeles, this new food selling fast-express is 
part of THE MIRROR, the exciting newspaper 
that is setting the pace for action and growth 
in the west’s greatest market! 


THE MIRROR’s information-full Thursday 
Food Section has hit the jackpot with grocers, 
jobbers, food manufacturers and housewives 
alike. The women like its down-to-earth menus 
and recipes, its suggestions for keeping food 


budgets in line. 


And everybody who sells 


food likes the way it mentions brand names, 
makes every ad look like a b-i-g ad . . . and 
most of all the way it sells, sells, sells! 


Ask any O & O man about this MIRROR 
Thursday Food Section—or drop us a note 
and we'll send you a copy! 


In Los Angeles 


you'll look BIGGER in... 


Represented by 
O'MARA & ORMSBEE, 
NEW YORK 
CHICAGO 


INC. 
DETROIT 
SAN FRANCISCO 


VIRGIL PINKLEY, 
EDITOR AND PUBLISHER 
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= 7 
Leaders in 1949 ‘First 50’ List 
With ranking and linage for 1949, 1948 and 1940. 

1949 1948 1940 

Chicago Tribune (1) 41,573,095 (1) = 42,681,608 (3) 20,768,000 
Milwaukee Journal (2) 41,107,266 (6) 34,329,926 (6) 19,665,000 |) 
Washington Star (3) 36,796,885 (7) 33,085,982 (1) 23,804,000 | 
New York Times (4) 36,089,736 (2) (35,073,418 (2) 21,195,000 Ff 
Miami Herald (5) 35,024,774 (3) 34,585,459 (20) 14,384,838 | 
New York News (6) 34,880,262 (10) 32,492,117 (7) ~—-19,443,000 9 
Los Angeles Times (7) 34,698,458 (17) 28,620.715 (9)  17:110,.000 | 
Philadelphia Inquirer (8) 34,471,282 (8) 32,778,081 (10) 16,369,000 | 
Baltimore Sun (9) 34,379,208 (4) 34,504,909 (5) 19,926,000 |) 
Detroit News (10) 34,307,660 (5) «34,402,949 (4) ~=—s:20,285,000 | 
to tenth. waukee Journal, largest linage car. 


In general advertising the Chi- 
cago Tribune led the morning pa- 
pers with 3,926,434 lines. The New 
York Times was second in the 
morning field with 3,640,233 lines; 
the Boston Herald was third with 
3,195,332 lines. 

The Chicago Daily News led all 
U. S. evening newspapers in gen- 
eral advertising with 3,807,389 
lines. Two Canadian papers out- 
paced it in this classification, how- 
ever: the Toronto Star, with 4,- 
203,404 lines, and the Montreal 
La Presse, with 4,158,694 lines. Fol- 
lowing the News came the Mont- 
real Star with 3,788,601, then the 
Boston Traveler with 3,727,536 
lines and the Philadelphia Bulletin 
with 3,640,986 lines. 


we With general advertising in 
newspapers showing a general in- 
crease over last year, the New 
York Sunday Times topped other 
Sunday papers with a total of 4,- 
627,197 lines in 1949. 

The Cleveland Plain Dealer was 
second with 3,009,964 and the New 
York Herald Tribune third with 
2,998,446. The Chicago Tribune 
slipped nearly 200,000 lines to 
fourth place with a total of 2,- 
924,406 lines. 

In all Sunday advertising, the 
New York Times gained more than 
1,000,000 lines during 1949 to main- 
tain its lead with a total of 18,- 
071,656. The Chicago Tribune was 
second with 14,965,475 lines, a 
900,000-line decrease from 1948; 
and the Cleveland Plain Dealer 
was third with 13,904,151 lines. 


@ On a regional basis, the Miami 
Herald led southern newspapers 
with a total linage of 35,024,774. It 
placed fifth nationally. The Los 
Angeles Times led other Far West 
dailies with a total linage of 34,- 
698,458. 

The Washington Star, whose po- 
sition relative to other newspapers 
had slipped since 1944, went up 
from seventh place last year to 
third place in 1949. And the Mil- 


rier in 1944 and 1945, revived from 
a fifth position slump to secong 
place in 1949. Its 41,000,000 line 
in 1949 nearly doubled the 22, 
457,091 lines which placed it first 
in 1945. 


s In morning newspaper linage for 
1949 the Chicago Tribune was first 
with 26,607,620, the Miami Herald 
second with 25,068,199, and the 
Los Angeles Times third with 23,- 
471,090. 

Among evening newspapers the 
Milwaukee Journal was first with 
28,516,789 lines, the Washington 
Star second with 27,405,133 lines, 
and the Detroit News third with 
24,723,188 lines. 


Oneida to Boost Schedules 
for Heirloom Promotion 


Oneida Ltd., Oneida, N. Y., will 
launch the largest magazine cam- 
paign ever used for Heirloom ster- 
ling silverware this spring with 
ads promoting three patterns— 
Damask Rose, Mansion House and 
Lasting Spring. 

Full-color pages will run in Bet- 
ter Homes & Gardens, Bride’s Mag- 
azine, Guide for the Bride, Harper’s 
Bazaar, House Beautiful, House 
& Garden, Living for Young Homes 
makers, Ladies’ Home Journal and 
Vogue. J. Walter Thompson Co, 
New York, handles the account. 


Memco Offers Premium Plans 


Moore Enameling & Mfg. Co, 
West Lafayette, O., has published 
folders on the use of its kitchen 
utensils for circulation-building 
premium plans; dealer stocking 
plan; and giveaway, punch-card 
and combination deals. The fold- 
ers, outlining programs for using 
premiums, are available _ gratis 
from E. C. Stark of the Moore 
company. 


Head Oberly & Newell 


Edward K. Whitmore, formerly 
vice-president in charge of sales 
of Oberly & Newell Lithograph 
Corp., New York, has been elected 
president. He succeeds H. C. New- 
ell, now chairman of the board. 


Nothing stuffy about outdoors 


dont put a cold 


in your pocket ! » 


NEW! EXCITING! The black light 
flashes on and the panel disappears 

. except for copy, red nose and 
product. When the “‘light’”’ goes 
off, the panel reappears. No, black 
light isn’t black magic. It’s just 
one of the new techniques that 
are constantly being developed by 


GOA to make your advertising 
pay. General Outdoor Advertising 
Co., 515 South Loomis Street, | 
Chicago 7, Illinois. 


* Covers 1400 
leading cities 
and towns 
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MULTI-LINGUAL—In charge of the broad- 
cating equipment for programming a 
sales conference held by International 
Harvester Co. in Havana are (at desk) 
Robert R. Dunwody, McCann-Erickson Co., 
Chicago, account manager, International 
Harvester Export Co., and Bernard R. 
Jennings, manager of McCann-Erickson’s 
Havana office. Leaning over their should- 


ers the 
rst with 


hin 

3 inal ers is Fitzhugh Granger, manager of 
_— merchandising services, foreign operations, 
rd with of International Harvester. 


Quarterlies Merged 


les 
’ . . 
vy. wy, 28 Sports Review 
ie cam- Cuicaco—A new title, Sports 
m ster-§ Review, beginning this year will 
s with} ride over the Elbak Publishing 
se all Co.’s quarterly pictorial magazine, 
formerly published under four 
in Bet- titles, Basketball Illustrated, Base- 
’s Mag- ball Illustrated, College Football 
larper’s Illustrated and Pro-Football Illus- 
House trated. 
Homes No change in format or adver- 
val and tising rates result from the title 
= Pe change, Art Jones, general mana- 
ase ger, announced. He said the mag- 
Plans azine has a current circulation of 
700,000 and hopes to gain circula- 
g. Co,§ tion by the pull of the new title at 
le the newsstands. 
nilding The quarterly issues will deal 
ocking with the four sports formerly ap- 
h-card pearing under their respective 
> fold- titles. 
using 
gratis Lambert Names John Shiell 
Moore to Head Proprietary Sales 
Lambert Phar- 
macal Co. has ap- 
pointed John 
merly Shiell, formerly 
sales assistant sales 
graph manager, as sales 
lected manager of the 
New- Proprietary Pro- 
rd. ducts Division. 
Mr. Shiell will’ 
divide his duties 
between Lambert 
Pharmacal Co.’s John Shiell 
home offices in 
St. Louis and the Lambert offices 
in Jersey City, N. J. 
ner James J. Antle, formerly a mem- 


ber of the sales staff, has been ap- 
: pointed assistant sales manager of 

proprietary products, with head- 
quarters in St. Louis. 


‘Uncle Mistletoe’ Show 
to Leave Air Feb. 10 


Marshall Field & Co., Chicago 
department store, will drop its 
15-minute, five-a-week “Uncle 
Mistletoe” telecasts on Feb. 10. 
The program is packaged by 
the James L. Saphier Agency, han- 
dled through Foote, Cone & Beld- 
ing, Chicago, and telecast over 


WENR-TV 
“Uncle Mistletoe” 


Since the 
character is owned by Marshall 
Field, it probably will not be avail- 
able for sponsorship in Chicago. 
However, the Saphier Agency has 
created a similar video program 
called “Panhandle Pete,” which 
is available on kinescope record- 
ings. 


Veterans Launch Contest 

A spread in the Jan. 30 issue 
of Life kicked off the Disabled 
Veterans Service Foundation mag- 
azine campaign for its 3rd annual 
contest featuring prizes totaling 
$100,000. The schedule includes a 
dozen magazines and 95 news- 
papers. C. L. Miller Co., New York, 


L. V. Rowlands Is Made 
‘Hardware Age’ Publisher 


Leonard V. Rowlands, formerly 
general manager of Hardware Age, 
New York, has been appointed 
publisher of the Chilton Co. pub- 
lication. 

He succeeds the late Charles 
Heale. 


Starts Insurance Plan 


Cunningham & Walsh (formerly 
Newell-Emmett Co.), New York, 
has instituted an increased em- 


ploye group insurance plan with- 
out cost to employes. The plan 
provides minimum life insurance 
coverage of $5,000 and maximum 
of $20,000, plus $10,000 accidental 
death benefit. 


Purity Flour Plans Drive 


Purity Flour Mills Ltd., Toronto, 
manufacturer of Purity flour pro- 
ducts, plans to launch a campaign 
in selected farm journals from 
coast to coast. The Toronto office 
of McKim Advertising is the agen- 
cy. 


If you make any of these products — 


Lubrication Engineering 


can sell them for you © writt FOR FACTS 


343 S. DEARBORN ST. CHICAGO 4, ILL. 
The only Publication Devoted Exclusively to Lubrication 
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x Popular Mechanics—with over a million circulation and 


the account. 


4,500,000 male readers —gives you a big man market 
and the best prospects for any man-bought product. 


The Popular Mechanics market—one out of every 12 
men in America—is too big to pass up for any advertis- 
ing program aimed at men. 


But that’s just half the story. These men are your best 
prospects. Because they are hungry for facts and infor- 
mation, they read ads deliberately. Because they are 
open-minded and looking for ideas, they’re more respon- 
sive to advertising. Because they naturally accumulate 
ideas and information, they are consulted by their neigh- 
bors on what to buy. 

Don’t miss this big man market... this influential man 
market... this best man market. 


VERY DOZEN 


) 


Rj 


POPULAR 


Sell the BEST man in every dozen @ Reach the P, M. MIND 


MECHANICS 
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Reports Drop in Net 


West Virginia Pulp & Paper 
Co.’s net earnings dropped $1,827,- 
522 for the fiscal year ending Oct. 
31, 1949. Net earnings for 1949, 
after taxes, amounted to $9,014,- 
647, compared with $10,842,169 in 
1948. Sales for 1949 came to $88,- 
882,741, a drop of about $4,900,000 
from $93,702,078 the previous year. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
o., Inc. 


Editors Schedule Institute 


The Industrial Editors Associa- 
tion of Chicago, with Medill School 
of Journalism, Northwestern Uni- 
versity, will sponsor the sixth an- 
nual institute Feb. 15-17. All ses- 
sions will be held at Thorne Hall, 
Northwestern University, Chicago 
campus. Wednesday will be de- 
voted to photography; Thursday, 
editorial, and Friday, production. 


Middleton Rejoins WLS 


Warren Middleton, formerly 
sales promotion manager of 
KMOX, St. Louis, has returned to 
his former position of assistant to 
John Drake, director of sales pro- 
motion and publicity of Station 
WLS, Chicago. 


¢ In 500 ond 750 quentities 


ALA 


Shorp, clear, crisp! Prompt Delivery’ 


a Ph: WH itehall 4-2930 


53-59 E. IMinois St. 
Chicago 11, Iilinois 


MATIC CO. 


Fashioncratt Products 
Launches Thermo-tainer 


Fashioncraf+ Products, New 
York, will introduce its Thermo- 
tainer, a nursing bottle holder 
and temperature retaining travel 
case, in the May 1 issue of Life. 

Thermo-tainer promotion already 
has begun in business publications. 
The bottle holder is being distrib- 
uted through department and drug 
stores. Shappe-Wilkes, New York, 
is handling the account. 


Sponsors Wrestling Matches 


Wood & Cies Distributing Co., 
Los Angeles, southern California 
distributcr of Tele-Tone TV re- 
ceivers, has signed to sponsor the 
Friday night wrestling matches 
from Ocean Park Arena on KECA- 
TV for 26 weeks. The agency is 
Anderson-McConnell, Hollywood. 


WTAR-TV Joins NBC Net 
WTAR-TV, Norfolk, Va., which 
will begin operation on March 1, 
will become the 28th intercon- 
nected station of NBC’s television 


J network and the 58th station to af- 


filiate with the network. 


Michigan 


The BOOTH 


Market 


ira Big Grocery Marker 


* 1743 RETAIL GROCERS 
* 565 MILLION DOLLARS ANNUAL 


This A. W. Walsh wholesale truck, pho- 
tographed in front of Sherman’s Super 
Market by a Kalamazoo Gazette photog- 
rapher, gives you an on-the-job picture 
of the big 565 MILLION DOLLAR an- 
nual food market in the EIGHT BOOTH 
MICHIGAN NEWSPAPER MARKETS. 


Michigan works hard and sets a good 
table. Its families average to spend $750 
to $849* a year on food. FOUR OUT 


A. H. Kuch, 110 & 42nd Street, New York 17, N.Y. ° 


Murray Hill 6-7232 


FOOD SALES 


OF SEVEN of 
MARKETS.* 


since 1940.* 


Michigan’s high-volume 


markets are BOOTH NEWSPAPER 


Michigan is one of the few heavily popu- 
lated states where population and retail 
sales have shown the greatest growth 


It is one of the few states where family 
income averages over $4800 annually.* 


* Sales Management 1949 Survey of Buying Power 


For further specific facts on how the EIGHT BOOTH NEWSPAPERS cover this big market, call— 


NEWSPAPERS 


The John £. Lutz Co., 435 N. Michigan Ave., Chicago 11, Ill. 


Superior 7-4680 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 
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e UNLESS they’ve changed the 
rules lately, the speediest element 
within human knowledge is light. 
Yet men who work in supervisory 
capacities around plants will tell 
you that this is false, that nothing 
moves with the speed of a rumor. 
The greased grapevine can carry 
the word of approaching calamity, 
they contend, faster than anything 
else. 

Business management often has 
found itself powerless to meet ru- 
mors effectively; the things have 
a way of fanning out. They’re like 
the small cigaret fires that flame 
out of control and burn the house 
down. 

In the past couple of years, some 
business managements have turned 
to bulletin boards—in plants and 
offices—to get the word out fast. 
Instead of waiting for a rumor to 
inform employes what’s in the 
wind, management is getting there 
first with the news. It’s preventive 
medicine and it’s good industrial 
relations. 


a A few months ago the Fluor 
Corp., California constructor and 
engineer, inaugurated a _ simple, 
inexpensive method of telling its 
shop and office people what was 
going on around the place. “Fluor- 
O-Grams” are single page mes- 
sages multigraphed on _ colored 
stock, posted for no more than 
two days. The messages are meaty 
and informative; they tell the 
folks what’s going on. 

One bulletin reported that the 
corporation had just received an 
order from a nearby oil company 
for the engineering and construc- 
tion of a gasoline absorption plant. 
The bulletin told where it was to 
be located, when work on it was 
to begin, and about what it was 
going to cost. A second bulletin 
told the people in the plant and 
office that sales outlets had been 
opened up in foreign countries, 
which explained to everyone’s 
satisfaction what the chairman of 
the board had been doing in Eur- 
ope recently. The bulletin told 
what it meant to the corporation 
in terms of what was going to be 
built. A third announcement ad- 


Employe Communications 


How to Win Friends Among Your Workers 
By Rosert Newcoms and Marc SAMMONS 


vised employes that a contract for 
alterations to some refining equip. 
ment had just been closed. 


s Fluor’s industrial relations de. 
partment introduced the announce. 
ments through the medium of new, 
locked, glass-covered bulletin 
boards. The curiosity aroused by 
the new boards, plus the two-day 
change policy, has -increased em- 
ploye interest in bulletin board 
material about 100%, according to 
Fluor. (You don’t need a profes- 
sional pollster to check the pull- 
ing power of a bulletin board; just 
go out in the plant for a few min- 
utes and watch.) Ward C. Peffer 
is manager of industrial relations; 
address is The Fluor Corp., P. O, 
Box 7030, East L. A. Branch, Los 
Angeles 14, Calif. 

Whether a company can change 
material every two days and still 
keep it interesting is open to ques- 
tion; certainly a lot of companies 
couldn’t stand the pace. The tend- 
ency is to compromise the quality 
of news and to publish material of 
relative unimportance solely for 
the sake of change. You can judge 
your intervals between announce- 
ments easily enough simply by 
checking with a cross-section of 
employes. They'll tell you. 


Parker Camera's Market 
Possibilities Studied 


Tatham-Laird, Chicago, which 
was appointed to handle advertis- 
ing and merchandising for Parker 
Pen Co.’s new product (AA, Jan. 
23), is studying the market poten- 
tial for a new camera. The Parker 
camera, still in the early test stage, 
is a very small, 16 mm. device. 

J. Walter Thompson Co., Chi- 
cago, which continues to handle 
the advertising of Parker’s pens 
and inks, directs Eastman Kodak 
advertising and thus will not have 
any connection with future promo- 
tion plans for the Parker camera. 


Biow Names Co-Managers 


Biow Co. has appointed L. G. 
Moseley and Norman Mork, both 
account executives in the San 
Francisco office, as co-managers 
of that office. They will assume 
duties previously held by L. J. 
Hannah, who has resigned. 
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Because MOIOR Pays Off In Sales 


eads its field in advertising ' 
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HERE’S THE 1949 ADVERTISING RECORD 


hich 
‘tis- 
r. 
en- * 
Ker MoToR’..........+.+.+.+.- 2037 pages 
‘hi- 
dle * * 
en Motor Service sw ..... 1705 pages 
ave 
me. * 
; Motor Age’............- 1469 pages 
G 
th ry . * 
an Automotive Digest’ ..... . .1154 pages 
me é 
J. *Figures from Industrial Marketing, January, 1950 
= ** Figures from MoToR’s count 
9 o 7 
and MOTOR’S lead is Increasing MoIOoR 
1949 1948 : (FOUNDED 1903), 
: 2 The Automotive Business Magazine 
MoToR’s lead over Motor Service .... 332 pages 187 pages 250 W. 55th St., New York 19,N.Y. 
J . 
, MoToR’s lead over Motor Age. ...... 568 pages 503 pages ABC) | 
MoToR’s lead over Automotive Digest .. 883 pages 746 pages ie ee os cheats 6: test 2-0600 
i Baer Side, Detroit 2, Mich., TRinity 1-2230 
PACIFIC COAST REP. 
816 West 5th St., Los Angeles 13, Cal., Mutual 8335 


MoToR’s Advertising Leadership stems from 
MoToR’s Editorial Leadership 


ADVERTISERS BUY MoToR BECAUSE IT SELLS GOODS 
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PAYS 75% more for suits 
78% more for shoes 


35% more for shirts 


*The Spend-o-crat—a sportsman with an 
appreciation of the finer things of life— 
and the means and leisure to enjoy them. 
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That is why we 
can offer you 


A CO-OPERATIVE PROGRAM 


WITH STORES 
in the 


TOP 240 CITIES 


Call the Sports Afield office nearest you 
for details of this Program 


New York + Chicago - Boston 
Detroit - Atlanta - Los Angeles + Seattle 
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Large-Space Ads 
by Non-Scheduled 
Airlines Launched 


Los ANGELEsS—A full-page ad 
in the Los Angeles Daily Mirror 
Jan. 24 plugged non-scheduled air 
travel as compared with the re- 
cently inaugurated coach service 
advertised by two of the nation’s 
scheduled airlines. 

A series of 1,000-line newspaper 
ads, handled by C. B. Juneau Inc., 
will appear in other Los Angeles 
dailies in the weeks leading up to 
spring and good flying conditions, 
the agency announced last week. 
Previously, non-scheduled lines 
have used only small space ads. 

The opening ads, run by these 
airlines’ ticket office, Douglas 
Skymaster Reservations Bureau, 
present a six-point comparison be- 
tween the non-scheduled lines 
and the new, scheduled coach ser- 


vices. : . 
Theme of the campaign is the 
question, “Is $60.72 Important 


to You?” The ads claim that non- 
scheduled plane passengers save 
$60.72 on a round trip from Los 
Angeles to New York. 

The Juneau agency said the ad 
campaign is one method by which 
the non-scheduled airlines are 
“digging in for a fight to hold their 
place in this lucrative bracket of 
air transportation.” 


Plans Natural Rubber Drive 


The Natural Rubber Bureau, 
Washington, has launched a new 
campaign to promote the use of 
natural rubber in this country. The 
campaign will be carried in 97 
newspapers, ten consumer maga- 
zines and business papers in the 
automotive field. Channing L. 
Bete Co., Greenfield, Mass., has 
the account. 


choose from 

only $2.50 photo. 

for FREE proofs No. 11. 
10 E. 38 St., NYC 


White Stag Forms New 
Divisions; Buys Others 


White Stag Mfg. Co., Portland, 
Ore., maker of sportswear and sun 
togs, has established a men’s wear 
division. Hall Oldin, formerly pres- 
ident of Oldin-Dennis Co., New 
York manufacturer of men’s and 
women’s outerwear, has been 
named in charge of the new divi- 
sion. 

The company also has an- 
nounced the purchase of the rain- 
wear and jacket divisions of 
Sportswear Corp. of America, New 
York, and its manufacturing facil- 
ities in Long Island City. 


Prints on Bagasse Newsprint 


Representatives of 15 countries 
witnessed printing in Holyoke, 
Mass., Jan. 28, of a special edition 
of the Holyoke Transcript-Tele- 
gram on bagasse newsprint, made 
from sugar cane waste, “‘success- 
fully and economically manufac- 
tured for the first time” at Chem- 
ical Paper Mfg. Co. in Holyoke. 
Kinsley Chemical Co., Cleveland, 
and Noble & Wood Machine Co., 
Hoosick Falls, N. Y., are joint 
sponsors with Chemical Paper in 
development of the process for 
manufacturing bleached pulp fro 
bagasse. : 


Jensen to Start Own Agency 


Ray H. Jensen has resigned as 
sales promotion manager of the 
Fred Meyer Stores and will estab- 
lish his own marketing agency in 
Portland, Ore., specializing in the 
promotion of new and old lines of 
merchandise and in mail order 
advertising. He is succeeded by 
Erwin Wahl, who has been with 
the Fred Meyer Stores for three 
years. 


Retains Hirshon-Gartield 


Rockmore Co., New York, has 
retained Hirshon-Garfield, New 
York, for advertising and mer- 
chandising of a new line of boys’ 
caps. Color pages in consumer 
magazines and business papers will 
be scheduled. 


Philipp Names Borngesser 
Marvin E. Borngesser has been 
named sales manager of Philipp 
Lithographing Co., Milwaukee. He 
was formerly sales and advertising 
manager of Wright Mfg. Co., 
Houston, manufacturer of rubber 
floor tile and plastics. 
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College Inn Food Products executives in Chicago, Paul Trevis, v.p. in 
charge of sales, and Willard Eliel, executive v.p., sent six No. 10 cans 
of pure Lake Michigan water to College Inn sales offices in New York. 
The cans carried six different labels: for Coffee; Shaving; Cooking; 
Drinking; Washing; and for Brushing Teeth. The shipment elicited 
several orders for shipment to friends in the East. . . 

J. Hugh E. Davis, Foote, Cone & Belding’s executive v.p., is back 
at the Palmolive Bldg. full time after his bout with virus pneumonia 
in Chicago’s Presbyterian Hospital. It was the start of this illness that 
prevented his acceptance of 
Bob Hope’s invitation to 
drive from Palm Springs to 
Riverside, Cal.—the ride 
that resulted in Hope’s hos- 
pitalization. . . 

The Direct Mail Adver- 
tising Association’s imme- 
diate past president, Dale Y. 
Ecton (Transworld Airline, 
New York), was given a 
bronze plaque by DMAA 
President Harry A.’ Porter 
(Harris-Seybold, Cleve- 
land), for “helping DMAA 
attain an important place 
serving advertising as a 
whole.” ... Burr L. Rob- 
bins, executive v.p. of Gen- 
eral Outdoor Advertising 
Co., has been elected a 
director of the Mercantile 
National Bank of Chicago. . . 

Sam C. Gale, advertising 
and public services chief of 
General Mills, Minneapolis, has been made a member of the National 
Citizens Commission for the Public Schools, chairman of which is Roy 
Larsen, Time Inc. president. . . When Jordis Benke, copywriter at 
Richard G. Montgomery & Associates, Portland, Ore., agency, was 
married to Harold R. Schick Jr., the soloist at the ceremony was 
Virginia Walker, a newcomer to the staff of the same agency. . . 

Bernard Barnes, head of Time’s special projects division, has returned 
to his office following a knee operation at Harkness Pavillion. He 
will be armed with a cane until fully recuperated from the ordeal. . . 

Add lucky-unlucky breaks: Lew Hill, ad director of the Columbus 
Dispatch, learned while attending the Newspaper Ad Execs meeting 
in Chicago that the convertible in which his daughter and three high 
school friends were riding had slipped on the ice and crashed. All four 
het gy were pitched out of the car, and miraculously, none of them 
was hurt... ‘ ; 


COMMISSIONED—Accepting congratulations from 
Roy J. Turner (left), Oklahoma governor, is 
Frank White, president of Mutual Broadcasting 
System, who was recently commissioned Honorary 
Colonel on the governor’s staff in that state. 


BRISACHER & STAFF—This family portrait was made at a party at the Lake Merced 

Country Club, San Francisco, in celebration of the 25th wedding anniversary of 

Emil Brisacher and his wife, Isabelle. Left to right are Robert and Marge, Mrs. 
Brisacher, Emil, who's president of Brisacher, Wheeler & Staff, and Elaine. 


Hal Webber, v.p. of Foote, Cone & Belding, Chicago, now fully re- 
covered from his serious illness of last year, has added 27 pounds, but 
still manages to maintain a sylph-like figure. . . 

Batten, Barton, Durstine & Osborn’s president, Ben Duffy, has been 
burning midnight oil getting out revisions on his forthcoming book, 
“Advertising Media & Markets,” to be published by Prentice-Hall. . . 

Paul H. DeWyngaert, manager of car and bus advertising for Public 
Service Coordinated Transport, Newark, N. J., was honored with a 
luncheon at the Essex Club, Newark, at which he was given a gold 
service emblem marking his 25th anniversary with the company. . . 

The 1950 drive of the Chicago Heart Association had its kickoff 
luncheon at the Palmer House Jan. 31. Walther Buchen, Buchen Co., is 
co-chairman of the campaign, and his helpers include Herbert Vance, 
American Lumberman, who heads the advertising and publishing divi- 
sion; W. E. McGuineas, WGN, radio; Dent Hassinger, Bureau of Adver- 
tising, newspapers; Norman Green, Crowell-Collier, magazines, and 
Scranton Gillette, Gillette Publishing Co., business papers. . . 

George Washington University Department of Journalism has begun 
new courses in public relations and advertising, with Robert E. Harper, 
director of the Washington chapter, American Public Relations Ass’n., 
in charge of his specialty, and Franklin J. Ehlert, of the Washington 
Times-Herald’s ad dept., in charge of advertising. . . 

Kenneth L. King, in the art department of House & Leland, Portland, 
Ore., collaborated with Maude Walling Walker to produce a religious 
painting which has been presented to the Chapel-by-the-Sea at Nelscott, 
Ore., as a memorial to one of the church’s founders. . . 
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Magazines are ‘Drug 
Store Cinderella,’ 


Trade Paper Says 


New York—“For 17 years, buss 
iness in the magazine department 
has been getting better, and for! 
17 years 
grown steadily unhappier about it,”) 


cle in its February issue, in which 


“drug store Cinderella” whose net 
profit possibilities are largely un- 
realized. 

Pointing out that drug stores 
(35,350 with magazine depart- 
ments) are the largest single mag- 
azine sales outlet, American Drug- 
gist tells its readers: 

“Gross profit on magazine sales 
is about 25%, compared to 40% on 
many other items. Because of this, 
some druggists assume that maga- 
zine sales are unprofitable. The 
truth is, magazine sales show, on 
an average, 10% net profit and in 
many instances as much as 13% 
net profit. That makes the maga- 
zine department one of the best 
profit makers in the store. 


s “This high profit results from 
the low initial investment, the 
rapid turnover and the slight sales 
time required. In fact, statistics 
show that it takes only 14 seconds 
to make a sale at your magazine 
rack, 25 seconds to sell a tobacco 
item.” 

The publication urges druggists 
to develop more effective maga- 
zine racks in cooperation with their 
wholesalers, and presents case his- 
tories to show how such improve- 
ment has boosted sales of drug- 
gists. 


Youngstown Kitchens 
Promotion for 1950 Boosted 


Mullins Mfg. Corp., Warren, O., 

this year will increase its news- 
paper advertising and will use 
spreads in national magazines for 
Youngstown Kitchens. The first 
spreads will appear in American 
Home and Better Homes & Gar- 
dens. Four-color page ads are 
tentatively scheduled for Amer- 
ican Home, Better Homes & Gar- 
dens, Coronet, Farm Journal, Good 
Housekeeping, Household, Ladies’ 
Home Journal, McCall’s, True 
Story and Woman’s Home Com- 
panion. 
The Youngstown Kitchens field 
sales organization has divided into 
five territorial zones, each headed 
by a manager with from two to 
five sales regions and regional 
sales managers under his jurisdic- 
tion. 


Stations Plan FM Promotion 


Six New York FM stations are 
making plans for a series of spe- 
cial programs designed to in- 
crease listening among present FM 
set owners and to inspire non- 
owners to buy sets. Stations in- 
volved in the discussions for FM 
promotion are WGHF, WGYN, 
WFDR, WFUV-FM, WABF, all 
New York, and WGNR, New 
Rochelle. The first event to be 
carried jointly will be Fordham 
University’s basketball games. 


Weekly Newspaper Men Elect 


Melvin Stone, publisher of the 
Transcript, Rumford Falls, Me., 
has been elected president of the 
New England Press Association, 
an organization of weekly news- 
paper executives. Howard Fowler, 
managing editor of the News, 
Manfield, Mass., has been named 
vice-president, and Edward Sea- 
vey, publisher of the Union, Hamp- 
ton, N. H., has been named secre- 
tary. 


Buys Duff's Omaha Oftice 


Mort Duff Agency, Omaha and 
Phoenix agency, has sold its Oma- 
ha office to Harold E. Roll, who 
was manager of that office. Mr. 
Roll will operate as the Harold 
Roll Agency with offices at 619 
Securities Bldg., Omaha 2. The 
brokering of all space and time 
orders will be made by Mort Duff 


Agency, P. O. Box 2151, Phoenix. 
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CLEANED UP—The new label for Lan-o- 

Sheen (“cleans like magic’) is simplified 

as shown in the package at the right. 

it's part of the stepped-up 1950 mer- 

chandising plans of Lan-o-Sheen Inc., St. 
Paul. 


Crowell-Collier 
Finds 11,730,000 
Plan to Buy Autos 


New YorK—Though fewer peo- 
ple are planning to buy a car this 
year there are no signs of satura- 
tion in the automobile market, a 
Crowell-Collier Publishing Co. 
survey indicates. 

Homes with cars have increased 
to 71.3% from 68.3% in July, 1948, 
while the survey predicts that 
there will be 11,730,000 prospective 
car buyers in 1950 and 1951, com- 
pared with 15,400,000 prospective 
buyers estimated in 1948. 

The survey, 13th in a series, 
and taken in August and Septem- 
ber of 1949, shows that 30,303,000 
car owners presently operate some 
$2,182,000 cars, 42% of which are 
postwar models and 25% of which 
are 1948 and 1949 models. 

Increases in car ownership 
among high income groups are re- 
corded by the survey in cities and 
in the East and Far West. 

Mileage totals at the time of the 
survey last fall averaged 51,000, 
compared with 55,700 a year ear- 
lier. The drop was attributed by 
the survey to the scrapping of old 
cars as new cars replace them. 


Textron Appoints Six 
in Finished Fabrics Division 


The finished fabrics division of 
Textron Inc., New York, formerly 
known as the Nashua Mills divi- 
sion, has announced the following 
new appointments. Saul I. Silver- 
man has been made merchandise 
manager of Indian Head flat fold 
goods and William Schmitt has 
been named syndicate sales man- 
ager of the apparel fabrics and 
domestics division. 

J. Frank Kelly has been ap- 
pointed general sales manager of 
the apparel fabrics and domestics 
division. Robert D. Reardon has 
been named merchandise manager 
of domestics and George McGinn, 
merchandise manager of sheets. 
Peter Scotese has become field 
sales manager, apparel fabrics and 
domestics division. 
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Moore Opens Art Service 


Dewey Moore, formerly a part- 
ner in Aylesworth & Moore, has 
established Dewey Moore & As- 
sociates to specialize in advertis- 
ing art and counseling. Offices are 
located at 407 Commercial Center 
St., Beverly Hills, Cal. 


To Heims & Holzman 


Heims & Holzman Advertising 
Agency, Portland, Ore., has been 
named to handle the advertising 


Appoints John Spalding 

John B. Spalding, editor and 
manager of Automotive News of 
the Pacific Northwest, published in 
Portland, Ore., has been named 
manager of the Portland Automo- 
tive Trades Association, composed 
of independent automotive con- 
cerns and service stations. 


Joins Campbell-Ewald 


Bill S. Ballinger, independent 
Chicago radio-TV producer, has 
New York office of 


Union Electric Ups Heren 


Walter G. Heren, advertising 
manager of Union Electric Co. of 
Missouri, St. Louis, has been 
named director of advertising and 
public relations of Union Electric 
System. James W. Lumpp, who 
has been assistant advertising 
manager, has been appointed to 
succeed Mr. Heren as advertising 
manager. 


Kencliffe, Breslich Moves 
Kencliffe, Breslich & Co., Chi- 
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Contour Chairs to Casmir 


Casmir Advertising Co., New 
York, has been retained to direct 
the advertising of Contour Chairs 
Inc., New York. 


ERs Ris CER, 
Fablhers ; 


TRADE AND CONSUMER PUBLICATIONS 
= EMPIRE STATE BUILDING 


V Rite your concern with printing as a 
merchandising tool—if you’re using printed messages 
to create more sales for wearing apparel or any other 
product or service—you can rely on Oxford Papers 
to help make your promotions more resultful. Every 
paper in this top-quality line has been developed and 
perfected with a two-fold purpose in view. This is to a 


assure the user of each Oxford grade maximum pro- 
duction economies and to help build greater sales for 
his product through more effective presentation of 
his message to the reader. This means you are suye of 
the right paper for a better job when you insist on 
Oxford Papers for brochures, enclosures, catalogues, 
advertising inserts, labels or box liners and wraps. 


These six grades cover a wide range of 
needs. It will pay you to keep them in 
mind when planning or producing fine 
printing. Still others extend the use- 
fulness of Oxford Papers to cover every 
requirement for letterpress, offset, 
lithography and rotogravure. 


of Eastern Department Store, Port-| joined the 
land, and Ralph Hoyt Motor Co.,| Campbell-Ewald Co. as head of the| cago agency, has moved its offices Evew york | ° LONGACRE 4.66345 
Portland. new programming department. to 221 N. LaSalle St. 
Oxford Papers 
Are Good Papers to Know 


POLAR SUPERFINE MAINEFLEX 
ENAMEL ENAMEL 
MAINEFOLD ENGRAVATONE é 
ENAMEL COATED 
WESCAR OFFSET DUPLEX LABEL 
* * * 


Your Oxford Paper Merchant 
Is a Good Man to Know 


There is an Oxford Paper Merchant as 
near as your phone in any of 68 major 
cities from coast to coast. You will 
find him a mighty good man to know 
for many reasons. His ability to pro- 
vide the right paper in the right quan- 
tity at the right time is only the most 
obvious of these. You'll find his inter- 
est in your needs and problems is gen- 
uine. It is backed by long experience 
in helping users get the greatest value 
from their investment in printing pa- 
pers. Get in touch with him today, 
ask for a copy of the helpful Oxford 
Paper Selector Chart. Or, write direct 


to us. 


| aie ‘Eps 
as 


A 


So 


Abitibi GE Galt ies: oi 


Oxford Miami Paper Company 
35 East Wacker Drive, Chicago 1, Ill. 


Oxford Paper Company 


230 Park Avenue, New York 17; N. Y. 


MILLS AT RUMFORD, MAINE, 
AND WEST CARROLLTON, OHIO 
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AE RECORD FOR 
KING IN NEW YORK 


In 1949 the Journal-American published 


more retail grocery and more total grocery 
advertising than has ever been published 
by a New York metropolitan newspaper 


other newspaper. Here is unmistakable proof 


Fo the seventh consecutive year, New York 
of Journal-American sales influence ... an 


retail grocers have clearly demonstrated 


their overwhelming preference for the Journal- 
American. Not only is this | newspaper first by 
far in food linage, but the Journal-American 
consistently gains more food linage than any 


influence now recognized by all advertisers, 
both national and retail, who have made this 
newspaper the No. 1 advertising medium in 
the New York evening field. 


VY The Journal-American carried more than double the retail grocery linage 
of any other metropolitan New York newspaper. 


V The Journal-American carried more retail grocery linage than the entire 
morning newspaper field. 


V The Journal-American’s ie in retail grocery linage over last year 
almost equalled that of all other New York evening newspapers com- 
bined and exceeded the combined gains of all New York morning papers. 


VY The Journal-American leads all New York newspapers in total grocery 
advertising and gained more total grocery linage than any other 
New York newspaper. 


™ American 


4 THE W AMERICAN }| PEOPLE a4 is 


A. HEARST. NEWSPAPER 
LY REPRESENTED BY HEARST ADVERTISING SEP 
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Deepfreeze Appoints Braun 


Lester O. Braun, formerly vice- 

resident and sales manager of 

imon Distributing Corp., Wash- 
ington, has been named sales man- 
ager of the Deepfreeze home free- 
zer, Deepfreeze Appliance Divi- 
sion, Motor Products Corp., North 
Chicago, Ill. He succeeds R. V. 
Newbell, who has resigned. 


Appoints Kirsch Agency 


Harold Kirsch Co., Advertising, 
St. Louis, has been named to di- 
rect the advertising and publicity 
of Self-Service Laundry Owner’s 
Association of Greater St. Louis. 


Moreland Appoints Press 


Carl Press has been named vice- 
president and a director of Chester 
C. Moreland Co., Cincinnati agen- 
cy. He has been with the agency 
since 1946. 
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” Mlle 
“I'MA DOLLAR AND CENTS BABY!!! 


My name is NEW and I've joined over 
200,000 other NEW BABIES listed with 
NBRC each month. 

My Folks are wondertul prospects for 
ony firm with @ Product or Service for 
me or my Mom. 

Se, if you're smart Mr. Businessmon, 
you will get in touch with NBRC and 


WEW BIRTH LISTS MU 3-9518 
D-AA, 31 €. 27% ST. NEW YORK 16, N.Y. 


tion; 


This poem which... 


no pay for amateur versifyers. 


Formerly With 
Formerly with Entertane, Ulser & Hector 
As Client Public Relations and Editorial Director; 
Formerly with Bigworry, Hedake & Gans 
As Administrator of Markets, Creation and Plans; 
Formerly with Holiday, Bonus & Clater 
As Agency-Client Coordinator; 
Formerly with Overtime, Sweatshop & Neefe 
As Creative Controller and Output Chief; 
Formerly with Glamer, Sweetboy & Le Farge 
As Client-Relations Executor-at-Large; 
Formerly with Kikitback, Padding & Brotian 
As Evaluator of Consumer Acceptance in Charge of Promo- 


Now connected with Conferenc, Meteings & Vital 
With some other fancy and phony title. 


uh... 
keeping our Poets’ Corner hot, 


KENNETH PARSONS, 

Metuchen, N. J. 

er... well, you readers are 
We can use more—but there’s 


Milwaukee Road Book Issued 


The Chicago, Milwaukee, St. 
Paul & Pacific Railroad Co., as 
part of its centennial program, has 
published an unusual book on its 
history titled “Four Generations on 
the Line.” The book tells the his- 
tory of the Milwaukee Road in 
fictionalized diary and letter form. 
Roche, Williams & Cleary, Chicago, 
prepared the book for its client. 


Audit Bureau to Move . 

The Audit Bureau of Circula- 
tions will move to 123 N. Wacker 
Drive, Chicago, in April, occupy- 
ing the third floor. The ABC moved 
into its present quarters at 165 W. 
Wacker Drive, Chicago, in 1927. 


WIJR Names McPhillips 

Arthur McPhillips, traffic man- 
ager, has been named assistant 
general sales manager of Station 


WIR, Detroit. 
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® It’s one of their insurance pol- 
icies for success .. . the pretesting 
by Burgoyne of their new sales 
and advertising programs by these 


national leaders. 


® A sound plan for you, too. Pick 


three or four Burgoyne test 


dave us speed to you monthly 
adit reports of actual over-the- 


sounter sales. 


® On these facts, get your pro- 
sram Okehed for wider use. 


can use Burgoyne 


vantage. 


@ Write today for bro- 
chure telling how you 


sure they 
pretest 


CEDAR RAPIDS 


@ As John Bird wrote in 
the SATURDAY EVE. 
NING POST last June 18 
... “prosperous and corn- 
fed the 78,000 residents of 
this Mid-western town are 
understandably _ satisfied 
cities. with their lot in life!” 
@ Manufacturing: leading 
source of road-building 
machinery and center of 
grain processing ...Iowa’s 
most diversified industri- 
al community. 


@ Trade: shopping center 
of eastern Iowa . . . more 
large department and dry 
goods stores than any Iowa 
city ...183 grocery stores! 


@ So test it now ... con- 
tacting over 55,000 fami- 
lies through The CEDAR 
RAPIDS GAZETTE. 


to ad- 


fBurgoyne Grocery ér Drug » oe 


DIXIE TERMINAL © Phone MAin 0305 © CINCINNATI 2 


Oneida Ltd. Plans Drive 
for Heirloom Sterling 


Oneida Ltd., Oneida, N. Y., will 
use full-color bleed pages in nine 
consumer magazines starting in 
February and running the remain- 
der of the year to promote its 
Heirloom sterling. The format will 
follow the pattern established in 
recent months. 

The 1950 schedule is reported to 
be the largest ever run for Heir- 
loom sterling. Magazines to be used 
include: Better Homes & Gardens, 
Bride’s Magazine, Guide for the 
Bride, Harper’s Bazaar, House 
Beautiful, House & Garden, Living 
for Young Homemakers, Ladies’ 
Home Journal and Vogue. J. Wal- 
ter Thompson Co. is the agency. 


Kitzing Studio Moves 
Kitzing Studio & Workshop, Chi- 
cago designer and builder of ex- 
hibits for trade shows and con- 
ventions, has moved from 219 S. 
pone Ave. to 1323 W. Carroll 
ve. 


‘Cash In’ Proves 
Best of ICS “49 
Advertisements 


Shown on the opposite page is 
the correct line-up of the 12 
best International Correspondence 
School ads of 1949, which were 
reproduced here without rankings 
on Jan. 16. : 

The top producer (“Cash In on 
Your Hidden Talents”) was one of 
three settings featuring the same 
copy but with different illustration 
and layout treatment. The other 
two versions also did a very good 
job, according to Paul V. Barrett, 
director of advertising and prospect 
service of ICS, but not quite good 
enough to be included among the 
top 12. 

It is interesting to note that, al- 
though seven ads with a G.I. ap- 
peal were still included among the 
year’s top 12, the best producer did 
not include such an appeal. 


@ The appearance of the Arthur 
Godfrey advertisement in eighth 
position, whereas it was making a 
strong bid for first place during 
the latter half of 1948, is also 
worthy of comment, but inclusion 
of three pieces of testimonial ad- 
vertising demonstrates again the 
effectiveness of this type of adver- 
tising. 

The subject of repeating ads, 
which has stirred up considerable 
interest in general and industrial 
advertising fields in recent years, 
is of only academic interest to ICS. 
Direct response advertisers such 
as International Correspondence 
Schools solved that problem, for 
their own particular operations, 
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decades ago. 

They have no reluctance to re- 
peat well-pulling ads, but on the 
contrary have the greatest reluc. 
tance to let go of any outstanding 
puller. There are ads in th’s field 
which have run, with perhaps 
minor changes in typography or 
artwork, for decades. 


s In the particular group of out- 
standing 1949 ads shown on the 
facing page, three are repeats from 
the 1948 list, and it is interesting 
to note that while they have 
slipped in the comparative stand- 
ings, they are still rated as out- 
standing pullers. 

“The G.I.’s have it,” at lower 
right, which rated sixth in 1949, 
was in third position in 1948. The 
Arthur Godfrey testimonial ad, at 
the left of the middle row, which 
rated eighth in the 1949 standings, 
was fifth in the 1948 group. An- 
other testimonial approach, “Many 
of our key men owe their success 
to LC.S. training,” appearing in 
the top row, rated ninth in 1948 
and tenth last year. 

Entries in the competition have 
been forwarded to Paul V. Barrett, 
director of advertising and pros- 
pect service for ICS, and winners 
will be announced in these col- 
umns as soon as possible. Copies of 
the recent book, “Is Your Publicity 
Showing,” by Alice Partlow Cur- 
tis, will be sent to the 50 entrants 
whose placing of the ads comes 
nearest to the correct ranking. 


Hunt Foods Moves Executives 

Hunt Foods Inc. will move its 
executive offices in Los Angeles 
and general sales, accounting, ship- 
ping and administrative depart- 
ment in Fuilerton to its Hayward, 
Cal., plant before June 1. The Los 
Angeles office will be closed but 
the Fullerton offices, necessary for 
the operation of that plant, will be 
retained. 


DALwWOLIZEE 
SUNMONINIG 


919 N. MICHIGAN AVEN 


ENTIRE 1814 FLO 


6800 SQUARE FEET 


Available May Ist, 1950 


@ One of the most attractive floors in 
Excellent layout includes 21 
very fine private offices, six beautifully 


Chicago. 


paneled in solid oak. Most invit 


ception room. The west 3 large private 
offices are air conditioned. Private wash- 
rooms and storerooms. Available only 
because greatly outgrown by present 
21-year tenant, a top advertising agency. 
@ High-Efficiency Floor Flooded with Daylight 
— Away From the Noise and Dust of the Loop. 


®@ Overlooking City and the Lake. 


@ in Heart of Fashionable North Michigan 


Avenue District, Surrounded by t 
Hotels, Clubs and Shops. 
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BROWNE, FLEMING & STORCH 


MANAGING AGENTS 


919 North Michigan Avenue, Chicago 11, Ill. © Telephone WHitehall 4-7373 
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ow I.C.S.1949 Ads Ranked in Inquiry Pulling Power 


The 12 advertisements reproduced here, all used by In-_ invited to enter the annual copy-guessing contest, to best ICS inquiry-pullers of the year. The numbers fol- 
ternational Correspondence Schools during 1949, were re- determine how accurately they could gauge the relative lowing the ads indicate their actual standings, as re- 
produced here Jan. 16 without ranking, and readers were inquiry-pulling power of the ads. The 12 ads were the’ vealed by ICS. 
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1.C.S. STUDENT JUDGED 
BEST APPRENTICE 
IN THE NATION 


theres aTIMELIMIT i 


veteran taining 


Training under the G.1. Bill is a limited offer. You must 


Wave uty 6 constr 6.6.6. , 5 foor of thom ore LCS. men. enroll within four years after your discharge or before 
Struthers Wells Corporation custom boil 
ge | nce lap apelr  palll eos ra dunrial equipment—specislises in precision and accuracy. |) U8 LE.S. hes treleed 32 por cont July 25, 1951 — whichever is later. Plan to take full 
. 4 hay | ‘The shill amd troiming of the Struthers Wells eigimeers, of er engrecer: end bretimes 5 
the best apprentice in the netion. Plenenoms ere very clear pw hmmm Ramey tek ak cme we ah me ie fa ag no = ga tat cae 


YOU MAY CHOOSE | C. $. TRAINING 


More veterans study with Internationa! ‘‘orresponder/ e 
Schools than with any other school. Send today for full 
information on practical, authoritative 1.C.8. training! 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


ARTHUR GODFREY SAYS: 


“1.C.S. made the impossible—easy !” 


now 
renown on television But this is the first Lime you've 


© long as talent scout for American industry 

Study his statement. Then mark your interest on 
the coupon and mail it today for full information 
on what LCS. can do for you! 
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VETERAN’S 
CASH IM on your HIDDEN TALENTS CHOICE 
Locked in your mind may be the germ of a valuable idea 
an 


Veterans: 
‘This lifeline has a deed- 
tine! Grasp it end you're 
on your way to greater job 
security, more responsible 
work, higher pay. Delay 
and you're apt to lose out. 


«+. @n undeveloped aptitude . . . a hidden talent. And the 
key that can help unlock those capabilities of yours is 
training-sound, practical, down-to-earth training! 
Helping men and women bring out the best that’s in 
them has been the job of I.C.S. for more than 58 years. 


In every field of industry, you'll find leaders whose skills than 400 1.0.6. Courses Each 1.C.S. Course is gateway Por training under the 
were developed through study with LC. 8. are available to Veterans entitied to & profitable. exciting field Bach G. 1. Biull is @ limited offer 
under ts practical, to understand a 
They are the ones who sensed a latent ability within — 2.6.2 Bn a a santin Afeaes sd benefit you've got to 
themselves — and who proceeded to do something about tt Here's your chance to start a Remember, Veteran Training is 
While others (equally gifted, perhaps) plodded along in_ program of Personal Advancement limited offer. Por most Veterans, You have 400 famous LCS. 
Toutine jobs, they 1.C.8. Courses . . qualified —through training. You select your July 25, 1961. is deadline The Courses to from. 
themselves for rich rewards. own course, study in your spare time to get started is now! The coupon brings full in- 
me, progress as fast as your abil- and mail the coupon today! formation Take a minute 


You can develop your hidden talents the same way they op os ao 
did. Start today and be ready for tomorrow's opportunities. 
Here's the coupon to mail: 


i 
[ 
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right now to check the 
course that interests you. 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


INTERNATIONAL CORRESPONDENCE SCHOOLS 
SERANTON 9. Ff 
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BETTERIN’ the VETERAN - 
—ae story about (/<” 


Ye) seecenceeme mmmuumon oanaonoene The gl s have it! 


He learned he had some courses: . Mi ee ~ 
to choose from Each course sound, authonta- A peat ‘ — Om 2 

tive, caay 00 fallow Each 8 gold m OB yee — be) 4 &o C 
of practical a-_ ~ yoow News for Veterans! 1. C. 8. 
“ nat C.8. and studied ’ ) ~~) ie Courses—all 400 of them—are now 
Ge ghted Ha teemeupathetentess kh a, is making hus studies and VETERAN CHOI “< eins 
— e — ge Here’sgyour chance to learn while you 
‘He reached a point where he og ON THE 408. More than 400 1.C.S. Courses are available to Veterans VA carn... to master « trade or profes- 
could go no further . . . h As a trained man, there will be entitled to benefits under the G.I. Bill of Rights. j len and quelify fer promotions ond 

WITHOUT ADDITIONAL TRAINING, "™/<S' "Nn to how ar heen lasts yeas nnes @ cam © gegum of Desnanc ftp pay raines on the job. 


vancement—through training. You select your own course, 


study in your spare time, progress as fast as your ability and The coupon brings full details of the 


is like thousands of ambition permit. H 
—_ Geter Each 1. C.S. Course is a gateway to profitable, exciting course you check—and cunplete la» 
But he couldn't afford to quit work to go to Cashing in hrough 1.6.8. held. Each is authoritative, practical, easy to understand. structions on how to enroll, Mail it 
“—— . . The time for action is sew. Remember, Veteran Training today! 
$0 HERE'S WHAT HE DID: p= wad — oe 4 oe -_ is a limited offer. For most Veterans, July 25, 1951, is the 
enaiied It put hie in touch coupon that can help open the door to « fuller, deadline. The time to get started is now! Mark and mail the 
a coupon Siien. acre oad A ; 
with the largest schoolin the world, ig future for you. Md ITTODAY! coupon today! It brings full dewils oo how to enroll. 


INTERNATIONAL CORRESPONDENCE SCHOOLS 
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still study with LCS. for a full year. is later. The time for action is now! apprentices from every section of the country The same opportunity is open to you Hf you have ambuion, ‘ 
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— Youve often heard Arthur Godfrey, famed * ele 
“Huck Pinn of Radio,” on his coast-to-coast “Talent a ene 
a ty as 
beard the star on the subject of 1. C 8 oy <7, hy erie 
“1 had to quit high school belore the ond of Yy Z Bi ae 
iy second year. Later in life, at the U. 5. 7 \ _ ee Lib <4 Spe 
Mevel Material School at Bellewwe, D.C, | had , WW a 
te master « working hnowledge of math, off * S aesce 
the way from simple decimals end fractions i _ a iti 
through trigonometry, in the fret wx weeks or —_ ‘ * 
be dropped from the course. Se | took on 2 
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Children Boost 
Family Food Bill 
40%, Survey Shows 


New YorK—An analysis of 1,558 
typical households in 68 repre- 
sentative cities shows that families 
with children consume 40.5% more 
food than families without chil- 
dren, according to a report of the 
Parents’ Magazine research .bur- 
eau. 

The report, available in full 
from Parents’ Magazine, is founded 
on basic data supplied by the U.S. 
Department of Agriculture after 
a study made in the spring of 1948. 

Detailed figures on family ex- 
penditures for 27 commodity 
classes are shown in the report, 
with weekly dollar expenditures 
for each of the commodity classi- 
fications for households with chil- 
dren and without children, as well 
as the difference between the two 
types of households in dollars and 
in percentages. 

Some typical figures show that 
households with children spend 
$2.85 weekly for fluid milk, as 
against $1.53 for households with- 
out children; 73¢ for butter, as 
against 62¢; 92¢ for white bread, 
as against 51¢; $2.48 for beef, as 
against $2.04; 11¢ for peanut but- 
ter, as against 4¢; 24¢ for soups, as 
against 11¢; and 13¢ for prepared 
desserts, as against 7¢. 


Blitz Agency Appoints 4; 
Adds Two New Accounts 


Robert Page, formerly aces 
tion chief of Heims & Holzman 
Adveriising Agency, has joined 
Blitz Advertising Agency, Port- 
land, Ore., in the same capacity. 
Robert S. Boyer, formerly head of 
the agency of the same name in 
" Ogden, Utah, has been named ac- 
count executive specializing in out- 
door advertising. Radle Anderson 
Cahen has been appointed art di- 
rector and Shirley Williams, for- 
|merly copy chief of Station KGW, 
has been named in charge of copy 
at Blitz. 

The agency has been appointed 
to direct the advertising of Nu-Vita 
Foods Co., Portland, which has 
started national distribution of 
Hickory Smoked shoe string po- 
tatoes in cans; and Portland Laun- 
dry Association. 


| Keegan Moves Oftice 


' George Keegan, free lance di- 
rector and consultant, has moved 
his office from 270 Park Ave. to 
60 East 42nd St., New York. 


ZIPMASTER 


THE PERFECT SALES KIT 
COMBINES A RING BINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE 
Attracts and holds prospect's atten- 
tion by setting up sales material at a 
30° angle when he is standing, or 
a 60° angle when he is sitting. Two 
pockets hold order pad, circulars, 
etc. Weatherproof zipper closure. 


SEND FOR FREE 


FOLDER 


Sales Tools, Jue. 


3 1220 West Madison Street “4 


CHICAGO 7, ILL. 


Swift Service to Wexton 


Wexton Co., sales promotion, has 
been retained by Swift Service, 
Mamaroneck, N. Y., to handle a 
direct mail campaign preparatory 
to opening new dry cleaning ac- 
counts in seven cities in the 
metropolitan New York area. 


Shelby Joins Johnson Co. 

Robert Shelby, formerly with 
Norse Industrial Advertising Agen- 
cy, has joined the Corydon M. 
Johnson Co., Bethpage, L. I. as 
an account executive. 


Sweeney Starts Own Company 


Pat Sweeney, publicity and pro- 
motion director of Dancer-Fitz- 
gerald-Sample, has resigned to 
set up his own company, Pat 
Sweeney Associates, 249 E. 14th 
St., New York. The new company 
will provide public relations coun- 
sel and service te advertising agen- 
cies. 


Stein Agency Moves Offices 

Lawrence S. Stein Advertising 
has moved its offices to 192 N. 
Clark St., Chicago. 


Chic Names Kermin-Thall 


Chic Bag Co., New York, manu- 
facturer of ladies’ handbags, has 
appointed Kermin-Thall, New 
York, to handle advertising in 
newspapers, business publications, 
and by direct mail. Seymour Blum 
Advertising formerly had the ac- 
count. 


Sweeney Names Rippey 

W. H. Sweeney & Co., St. Paul 
paint manufacturer, has named 
Authur G. Rippey & Co., Denver, 
to handle its advertising 


Advertising Age, February 6, 1959 
Goldman Heads PR Committee 


Aaron Goldman, president of the 
G. B. Macke Corp., Washington, 
has been named chairman of the 
1950 public relations committes 
of the National Automatic Mer. 
chandising Association. 


Bassuk to Dejur-Amsco 

Edward Bassuk. formerly with 
Blumberg & Clarich agency, has 
been named advertising manager 
of DeJur-Amsco Corp., Long Is. 
land City, N. Y., maker of camera 
equipment. 


FOR THE TRUCK INDUSTRY. 


The editorial staff of the new FLEET OWNER packs a real wallop. 
It’s made up of men who know editing, and the truck field, backward and forward. 
They are men of proven ability, whose know-how assures the reader interest of FLEET 


OWNER’s big and expanded audience, month after month. 


At headquarters, the editorial staff of FLEET OWNER has tripled since its acquisi- 
tion by McGraw-Hill. In addition, special editors and news correspondents in Washing- 
ton, Detroit and other strategic truck centers prepare on-the-spot articles and flash in 


news of imporant trucking developments. 


Heading up FLEET OWNER’s editorial staff is a leading figure in trucking circles 


— EDITOR, Leon F. Banigan. 


Henry Jennings, direct from eight years of outstanding service with The Society of 
Automotive Engineers is TECHNICAL EDITOR. E. L. Barringer, well-known author- 
ity on fleet operations and maintenance, and Caswell Speare, are ASSOCIATE EDI- 
TORS. William Fitzgerald, formerly with the New York Sun, is ASSISTANT EDITOR. 
NEWS and STATISTICAL EDITORS are Douglas Cray and Peter Masiakou. Paul 


Jensen is ART DIRECTOR. 


This wealth of editorial talent, representing some 90 years of automotive experience, 
is supplemented by McGraw-Hill’s world-wide news, research and editorial facilities — 
including access to all pertinent information collected by other McGraw-Hill editors in 


whose fields trucks play a vital role. 


This high caliber editorial staff guarantees a new standard of service to the truck 
industry — resulting in readership values important to all advertisers who have a stake 


in FLEET OWNER’s great new market. 
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6, 1950% Adver ising Age, February 6, 1950 
mittee — Moves Direct Mail Service 


it of the Burt Harriman has moved his 
1ington, § Creative Direct Mail Service, Den- 
of the yer, to Stan Laman’s, Laman for 
nm ittee Letters, office at 829 15th St. They 
c Mer. will remain independent officially 
put will pool their resources and 
equipment. 


y with § To William Lawrence Sloan 

cy, has Filcol Inc., New York fashion 

anager house, has named William Law- 

mg Is. rence Sloan, Advertising, as its 

camera agency. Moselle & Eisen formerly 
had the account. 


Pan Am. Boosts Strehlke 


George L. Strehlke, formerly 
Chicago district sales manager for 
Pan American World Airways, has 
been appointed central region sales 
manager, Chicago. He succeeds 
Herbert F. Milley, now division 
traffic and sales manager for 
PAA’s Pacific-Alaska division. 


Starts Broker Service 

Ray E. Mohler & Associates, pub- 
lication broker and consultant, has 
been formed at 312 Boston Bldg., 
Denver. 


Names Fairfax Agency 


Tishman Realty & Construction 
Co., New York, has appointed H. 
W. Fairfax Advertising Agency, 
New York, to handle advertising 
in newspapers and consumer mag- 
azines. 


Chadis Roth to Kahn Agency 

Chadis Roth Inc., Boston, has 
appointed George N. Kahn Co., 
New York, for advertising of 
sportswear and sweaters in con- 
sumer magazines and business pa- 
pers. 


Cairns Promotes Wade 


J. William Wade, director of 
ublic relations of John A. Cairns 
Co., New York, has been ap- 
pointed merchandise manager of 
the company’s men’s apparel divi- 
sion. He joined the agency in 1948 
fullowing his resignation from 
Wallachs Inc. 


Schratfi Names O'Leary 

William Schraff Co., New York 
furniture reconditioner, has named 
R. F. O’Leary & Associates as its 
first agency. 


EDITOR, Leon F. Banigan 

Leon Banigan has been a prominent editor of automotive 
publications. He has long been recognized as a leader in the 
trucking industry. He has served as an active member of 
important government and association committees. 

For 16 years he was editor of Chilton automotive papers. 
He took. MOTOR WORLD into the automotive wholesale 
field in 1925 as editor, and served as editor of AUTOMOBILE 
TRADE JOURNAL when it was combined with MOTOR 
WORLD WHOLESALE AND MOTOR AGE in the early’30s’. 

For the past ten years, Ban has served as Managing 
Director of the National Council of Private Motor Truck 
Owners, Inc. During this period the organization expanded 
from less than 50 member operators to today’s total of over 
500 individual fleet owners. Members of the association 
operate in excess of 1,000,000 commercial vehicles. 


y TECHNICAL EDITOR, Henry Jennings 

Henry Jennings has had 26 years’ experience in the auto- 
motive field and is widely known for his long association 
with The Society of Automotive Engineers, where he has 
served as Secretary on such important SAE Technical Com- 
mittees as Transportation and Maintenance, Truck and Bus, 
Electrical Equipment and Engine. , 

Prior to joining SAE Hank was active in the motor truck 
manufacturing field and was noted as a Technical Editor. 
He brings to McGraw-Hill an exceptional background of 
practical truck industry experience. 


ae 


Thumb-nail shetelos of Prominent FLEET OWNER Editors 


ASSOCIATE EDITOR, E. L. Barringer 

Barry has been engaged in trade publishing and auto- 
motive editing for nearly 25 years. Basic schooling in news- 
paper work, broad experience with petroleum 
publications, service on public relations staffs, and four years 
of editorial in the trucking field, fit him admirably for his 
important work on the new FLEET OWNER. 


ASSOCIATE EDITOR, Caswell Speare 

For the past three years Cas Speare has served as Asso- 
ciate Editor of BUS TRANSPORTATION, in which capacity 
he was responsible for several sustaining features and depart- 
ments of that magazine. 

Four years of service in the Army Transportation Corps 
gave him a wealth of practical knowledge which he has suc- 
cessfully applied to his editorial work. As a port commander 
in the Pacific, Sasebo and Fukuoka in Japan, he became an 
expert on logistics — handling all phases of transportation, 
from small pieces of equipment to full cargo ships. Prior to 
this, Cas commanded a DUWK company in active service. 


EYES 


THAT SEE FAVORABLY 


BUY | 


When people are reading 
the pages of the church 
papers that bring them in- 
formation, guidance, and 
inspiration about their 
Faith, their eyes see favor- 


ably. 


They read with confi- 
dence and respect, and 
advertising on the same 
pages as editorial matter 
of such character, wins at- 
tention and interest and 


gets action. 


Appraise this ‘unit’ and 
see what an opportunity it 


offers you to make money! 


1,292,698 


CIRCULATION WEEKLY 


Our Sunpay Visitor 
~ Recister Unit 
® 


ADVERTISING REPRESENTATIVE. 


C. D. Bertolet & Co., Inc. 
30 N. Dearborn St., Chicago 2, Ill. 
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More Advertising Is Moving Into 
the National Farm Magazines 


During the four postwar years of 1946 through 
1949, the two national farm magazines gained a 
steadily bigger majority of the advertising dollars 
invested in the six leading farm magazines. The 
percentage of the total advertising revenue 
carried by Country Gentleman and Farm Journal 
rose from 56.8% in 1946 to 59.3% in 1949. 


More of the Advertising In 
National Farm Magazines Is 
Moving Into Country Gentleman 


In each of the four postwar years, 1946 through 
1949, Country Gentleman gained an increasingly 
bigger share of the total advertising dollars in- 


a best perp 


vested in the two national farm magazines. 
Country Gentleman’s share rose from 50.2% in 
1946 to 53.2% in 1949—see Chart I. 


And in advertising lineage, Country Gentleman's 
share of the total in the two national farm maga- 
zines was even greater — see Chart Il. , 


Significance: 


1—Business increasingly recognizes that the pros- 
perous farm market is a national market — that 
there are good farm customers within every state 
and every county —that a national farm maga- 
zine covers them more efficiently. 


2—Business increasingly recognizes that the 
editorial atmosphere of Country Gentleman in- 
spires an unmatched confidence—a confidence 


_ that makes it the most powerful force in Rural 


America for moving minds and merchandise. 
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(MAGAZINE ADVERTISING] 


ADVERTISING REVENUE 
in the 2 National Farm Magazines 


COUNTRY GENTLEMAN’S LEAD: 


$37,769 in 1946 
$688,012 in 1947 
$959,327 in 1948 

$1,065,894 in 1949 


| 538 COUNTRY GENTLEMAN'S SHARE ROSE 
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Source: Publishers’ Information Bureay, Inc. 
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| 203,752 in 1946 ADVERTISING LINEAGE 
272,035 in 1947 in the 2 National Farm Magazines 


319,946 in 1948 ss oe a a ati : 


344,129 in 1949 
COUNTRY GENTLEMAN'S SHARE ROSE 


Source: Publishers’ Information Bureay, Inc. 
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Bunny Bear Names Greeley 


Frank Greeley has been named 
advertising manager of Hunny 
Bear Inc., Everett, Mass., manu- 
facturer of Crib mattresses and 
other nursery necessities. 


Names Morton Freund Agency 

Roger Kent Inc., New York, has 
appointed Morton Freund Adver- 
tising Agency, New York, to han- 
dle advertising of its line of 
clothes. 


Neisner Appoints Rumrill 


Charles L. Rumrill & Co., 
Rochester, N. Y., has been retained 
to handle the advertising of Neis- 
Rochester, 
owner and operator of 121 variety 


ner Brothers  Inc., 


stores. 


KGW Discontinues FM 


Station KGW, Portland, Ore., 
its 
FM channel Feb. 1, because of high 


discontinued broadcasting on 


costs. 


Food Companies 


‘Unanimous’ for 
Increased Ads 


ATLANTIC CitTy—Food manufac- 
turers meeting here for the annual 
conventions of the National Food 


am . 


WABA 


MATRIX COMPANY 


S17 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Brokers Association, National Can- 
ners Association and the National- 
American Wholesale Grocers’ As- 
sociation virtually unanimously 
promised expanded advertising and 
promotion plans during the com- 
ing year. 

While steering shy of announc- 
ing exact figures for expenditures, 
they assured brokers and retail 
outlet managers that their pro- 
ducts will be pushed nationally 
via many media. 


s Jobn P. Kraemer, president of 
Associated Independent Corn Can- 
ners, announced that his group 


plans a “powerful merchandising 
and advertising campaign” in co- 
operation with the Can Manufac- 
turers Institute and producers of 
related food products. National 
magazine advertising will tie in 
canned corn with canned meat 
products, he said. The can insti- 
tute will promote canned corn as 
a “main dish” item, and corn can- 
ners will provide point of sale ma- 
terial featuring institute advertis- 
ing. The corn group wants to “in- 
duce 40,000,000 families to con- 
sume a dozen cans of corn apiece 
during the next five months.” 
Byrne Marcellus Co. is handling 
the program for the canners. 

Both Angostura-Wupperman 
Corp., producer of Angostura bit- 
ters, and the Giroux Co., manu- 
facturer of Giroux grenadine, will 
launch drives to get their products 
into the kitchen as well as the 
liquor cabinet. 


@ Angostura copy will combine 
cocktail and food copy for the first 
time (AA, Jan. 30). Giroux Co. 


will keep its food advertising sep- 


Advertising Age, February 6, 1950 


DOODLER—This new counter display for 
the Felt-Point Pen division of Marsh Sten. 
cil Machine Co., Belleville, Ill., features 
@ scratch pad and Marsh 77 marker to 
encourage customer tests of the product, 
The Felt-Point pen marks on any surface 
—paper, wood, metal or glass. 


arate from that pushing use of 
grenadine in drinks, except that 
the food ads will list the contents 
of a free booklet which includes 
drink-mixing instructions. Lee- 


During 1949-for the ninth year in succession-TIME 
International carried a greater volume of advertising than 
ever before: 2792 pages of advertising addressed to the 


world’s best customers and prospects for practically everything. 


This new high in TIME International's advertising volume... 


46 pages 


WRRRURRUERERUEEERRUERET 
: 2347 pages 

| 
MR 


... represented 601 separate campaigns during 1949 (211 of 


them new to TIME International) placed by 325 advertisers 


from 17 different countries-surely a true measure of export 


advertisers’ confidence in... 


TIME 


ATLANTIC ®@ 


THE WEEKLY NEWSMAGAZINE OF THE WORLD 
9 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Murray, Advertising, New York, 
is the agency. 

Crown Cork Specialty Corp., 
Decatur, Ill., via William L. Pow- 
nall & Associates, Decatur, will 
stage a major sales effort for its 
Freez-tainer, an all-plastic food 
container designed for home freez- 
ers and refrigerators. William R. 
Fox, company president, said that 
ads will appear in Better Homes & 
Gardens, Good Housekeeping, 
Household, Ladies’ Home Journal 
and Sunset; in Chain Store Age, 
Department Store Economist, 
Hardware Age, Locker Manage- 
ment, Locker Operators, Progres- 
sive Grocer and Quick Frozen 
Foods; and in the Midwest Farm 
Paper Unit (The Farmer, Nebras- 
ka Farmer, Prairie Farmer, Wal- 
laces’ Farmer & Iowa Homestead 
and Wisconsin Agriculturist & Far- 
mer). 


s Doyle Packing Co., producer of 
Strongheart dog food, announced 
that “all recognized media” will 
be employed in pushing the 1950 
slogan of “Stop Dangerous Table- 
Scrap Feeding.” Doyle officials say 
that the program will be “the most 
extensive in the company’s his- 
tory,” and will use newspapers, 
radio, television, magazines, out- 
door, direct mail and point of sale 
material. John H. Riordan Co., 
Los Angeles, is the agency. 
Junket Brand Foods, Little Falls, 
N. Y., promised “the most concen- 
trated effort yet scheduled” for 
spring and summer campaigns on 
Junket Freezing Mix. F. J. Guth- 
rie, general sales manager, said 
the drive will include national and 
local advertising, supported by 
merchandising programs at various 
trade levels. 

The company will also stage a 
campaign for its Junket Danish 
dessert with full-color pages in 
women’s magazines and local 
newspaper insertions in some key 
markets. McCann-Erickson, New 
York, is agency for Junket, a di- 
vision of Chr. Hansen’s Laboratory 
Inc. 


s Diamond Brand walnuts plans 
an intensive program between now 
and Easter, according to W. T. 
Webber, general manager, Califor- 
nia Walnut Growers Association. 
“Backbone of the campaign will 
be full-color ads in the rotogravure 
section of the New York Sunday 
News, The American Weekly 
and Parade,” he reported. “They 
are scheduled for Feb. 12, March 
5 and March 26. In addition, we 
will use participating home eco- 
nomics radio programs in many 
important markets and we will be 
included in the Nancy Sasser Buy- 
Lines columns.” 

John P. Wright of J. A. Wright 
& Co., Keene, N. H., reported that 
Wright’s silver cream will be ad- 
vertised nine months of the year, 
omitting January, July and Aug- 
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Advertising Age, February 6, 1950 


Family Circle, Good Housekeep- 
ing, Ladies’ Home Journal, West- 
ern Family and Woman’s Day. The 
ads will be supplemented at spring 
and fall housecleaning time by 
Nancy Sasser’s Buy-Lines. Charles 
w. Hoyt Co., New York, is the 
agency. 


gs La Choy Food Products, Arch- 
pold, O., a Beatrice Foods Co. sub- 
sidiary, will promote its Chinese 
food products with four-color half- 
pages and pages in The Saturday 
Evening Post and the Ladies’ 
Home Journal. Foote, Cone & Beld- 
ing is the agency. 

In addition, one-third-page b&w 
ads are scheduled through 1950 in 
Family Circle, Western Family 
and Woman’s Day. More than 500 
newspapers will be used. 

Knapp-Monarch Co., St. Louis, 
for its insecticide bombs, air de- 
odorizers, polish and wax, will use 
Better Homes & Gardens, Good 
Housekeeping, Holland’s, Ladies’ 
Home Journal, Look and The Sat- 
urday Evening Post. 


se Secretary of Commerce Charles 
Sawyer, speaking Monday at a 
National Canners Association ses- 
sion, reviewed the great economic 
growth of the country in recent 
decades, emphasizing that con- 
sumption per capita has jumped 
40% in ten years. 

At every council table around 
which negotiations between labor 
and management are conducted, 
the consumer, is the unseen, 
though deeply interested, party, 
yet no one pleads in his behalf, 
Secretary Sawyer said. He added: 

“Enlightened management and 
enlightened labor, however, should 
know what [the consumer’s] in- 
terests are and that, in the long 
_run, they will both fare better by 
giving him the fullest considera- 
tion.” 


Form Jr. Graphic Arts Group 


Donald F. Schmidt, of E. F. 
Schmidt Co., has been elected pres- 
ident of the newly organized 
Graphic Arts Young Executives 
Association of Milwaukee, which 
is composed of persons in junior 
positions of management and ad- 
ministration, production, creative 
professions and sales. Ed. G. Stol- 
pa, of Peter A. Altenhofen Inc., 
has been named vice-president, 
and Roland Heller, Milprint Inc., 
secretary-treasurer. 


‘Farm Journal’ Shifts Two 


Dana Fernald, a member of the 
Cleveland sales staff of Farm 
Journal, has been transferred to 
the publication’s home office in 
Philadelphia as assistant to Rich- 
ard J. Babcock, national advertis- 
ing manager. John String, former- 
ly in the Chicago office, has been 
named to replace Mr. Fernald in 
Cleveland. 


.Sweeney Forms PR Firm 


Pat Sweeney, publicity director 
of Dancer-Fitzgerald-Sample, New 
York, for three years, has resigned 
to establish his own company, Pat 
Sweeney Associates. Temporary 
offices will be at 249 E. 14th St., 
New York. Mr. Sweeney will pro- 
vide public relations counsel and 
service to advertising agencies. 


Pomatex to Bobley Co. 


Pomatex Co., New York, maker 
of hair dressing, has appointed 
the Bobley Co. as its agency. 
Moore & Hamm formerly had the 
account. 


Sacks Joins RCA Victor 


Emanuel Sacks, vice-president 
and director of Columbia Records, 
New York, has been named di- 
rector of artists’ relations for RCA 
Victor. 


BA WGA COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 
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Plans Lawn Mower Drive 


Maxwell Ltd., St. Mary’s, Ont., 
maker of power and hand lawn 
mowers, plans to launch its first 
national consumer campaign early 
this spring for the Rocket power 
mower. National magazines will 
be used. Hardware trade publica- 
tions and a free mat service also 
are on the schedule. The agency 
is Tandy Advertising Agency, To- 
ronto. 


Newman Joins TV-Programs 


John Newman, formerly adver- 
tising and publicity directo. of In- 
ternational Artists Corp., has been 
named director of advertising of 
TV-Programs, New York video 
producer. Don Ross, who heads his 
own personal management com- 
pany, has been named director of 
sales for the television company. 


Appoints Fisher Agency 


Baker Platinum of Canada Ltd., 
refiner of precious metals and 
manufacturer of gold filled, gold 
and silver plating solution, sterling 
silver, wedding ring blanks and 
ring settings for the jewelry trade, 
has placed its advertising with 
James Fisher Co., Toronto. The 
company is a subsidiary of Baker 
& Co., Newark. 


To Sutherland-Abbott 


Sutherland-Abbott, Boston, has 
been appointed to direct the adver- 
tising of Schlotterbeck & Foss Co., 
Portland, Me., maker of Foss va- 
nilla and other extracts and flav- 
orings, and Manton-Gaulin Mfg. 
Co., Everett, Mass., maker of| 
homogenizers and high pressure} 
pumps for the dairy, paper, tex- | 
tile and chemical industries. ' 


‘Drug & Cosmetic 


INDUSTRY 


Covers a rich end 
forward looking industry 


Also Publishers: of Beauty Fashion 


A STATEMENT FROM 


* 


. 


We believe that a radio station has a duty to its advertisers 
and to its listeners. We believe that, every once in a while, it 
is a radio station’s duty to restate its principles, to review its 
purpose for being, and to advise its advertisers and listeners 
of the company they are keeping. 

At WGAR, our actions are governed by certain beliefs that 


we feel are important for the 
benefit of our clients. 


1. We have one rate card. All WGAR adver- 
tisers pay the same amount of money for similar 
services. And we do not accept P. I. advertising. 


good of listeners and for the 


facilities. Balanced controversies are aired reg- 
ularly without charge. We practice freedom of 
expression without penalty to those whose 
opinions differ from our own. 


2. We believe that any attempt to buy listening 
by offering prizes as a reward is a deception not 
in the public interest. Our high listenership is 
created and maintained through the exceptional 
entertainment and informational value of 


our programs. 


3. Every day, Cleveland’s Friendly Station is 


. invited into hundreds of thousands of homes in 


Northeastern Ohio. Therefore we strive to act as 
a becoming guest. No advertising matter, pro- 
grams or announcements are accepted which 
would be offensive, deceptive or injurious to the 
interests of the public. 


4. We believe in fairness to responsible people 
of all convictions. Those of different religious 


faiths broadcast freely ...and free ... over our 


5. We believe that we serve our advertisers 
more effectively by broadcasting no more than 
a single announcement between programs. 


* 


These are but a few, of the principles by which 
WGAR lives. For more complete information, 
write for a printed copy of WGAR’s code of 
operating rules and advertising standards. Itisa 
guide that results in listener belief in us. . . and 
helps us to best serve them and our advertisers. 

And there are more of both... listeners and 
advertisers ... than ever before. In 19 years, we 
have grown from 500 watts to 50,000 watts. Our 
business in 1949 set an all-time record. 

If you are not advertising on WGAR, we in- 
vite you into the good company of those who are. 


50,000 WATTS 


Represented Nationally by 


Edward Petry & Co. 


CLEVELAND 


Radio—America’s Greatest Advertising Medium 
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Magazine Promotions 
Don’t Help Stores 
Enough: Severson 


PHILADELPHIA—Too high a per- 
centage of promotional material 
sent by national magazines to de- 
partment stores is designed solely 
to benefit the national advertisers 
and not the retailer, Edward S. 
Severson, publicity director of 
Strawbridge & Clothier, told the 
Home Fashions League here. 

Mr. Severson pointed out that 
magazine promotion departments 
fail to “realize that there is no 
common denominator for all stores 
when it comes to adaptable promo- 
tional ideas.” 

If such material were slanted for 
each type and size of store sep- 
arately more of it probably would 
be used, he said. 


Edelstein Starts Agency 


Irvin L. Edelstein, who has op- 
erated a general advertising of- 
fice in Toledo for the past two 
years, has formed Toledo Adver- 
tising Agency, with enlarged quar- 
ters at 206 St. Clair St. The new 
company will specialize in public 
relations and direct mail cam- 
paigns for local accounts. 


THE NEGRO 


MARKET iS 


TERRIFIC! 


jon American Ne 
10 billion dollars a year! 
food, drinks, gone » or any other 
products to sell, reach this big buy 
public through the Negro Ts 
magazines. News- 
545 Fifth Ave., N. Y., can 
show you how advertising in these 
publications reap big markets 
profits! Write us today. 

NOTE : We now have facts compiled by the 
| Research Co. of America on brand 

eferences of Negroes from coast to coast. 

tite now for this free information, 


shes Rae A dea 


Multicam Used for Kinescope 
Test of ‘Silver Theater’ 


The first major New York live 
show to test film as a means of 
overcoming problems of kinescope 
is International Silver Co.’s. “Sil- 
ver Theater,” telecast Monday eve- 
nings over the CBS video network. 

This month Jerry Fairbanks Inc. 
will use its recently developed 
Multicam process (AA, Dec. 26) to 
film a test program with a cast of 
free-lance Hollywood names. Frank 
Telford, who directs the show, will 
fly to Hollywood to supervise the 
filming. 


Remensnyder Heads 
Heyden Chemical Corp. 


John Paul Remensnyder, vice- 
president in charge of sales of the 
Heyden Chemical Corp., New York, 
has been elected president of the 
company to succeed the late Ber- 
nard R. Armour. Mr. Remensnyder 
has been associated with the com- 
pany since 1920 and has been a di- 
— and vice-president since 
1944. 


Texas Ad Managers Elect 


Roy McKinney, advertising man- 
ager of the Dallas Times Herald, 
has been elected president of the 
Texas Advertising Managers’ As- 
sociation. Wayne Henley, of the 
Lubbock Avalanche-Journal, has 
been named vice-president. Homer 
Belew, Fort Worth Star-Telegram, 
is permanent secretary. 


Babcock Joins ‘Newsweek’ 


Preston K. Babcock, western 
manager of the American Legion 
Magazine for the past seven years, 
has joined the New York sales 
staff of Newsweek. Previously he 
had spent nine years on the sales 
staff of Christian Science Monitor. 


Tevis Joins Knollin Agency 


Richard L. Tevis, formerly a 
artner in Boone, Sugg, Tevis. & 
alden; San Francisco agency re- 
cently dissolved, has joined Knollin 
Advertising Agency, San Fran- 


cisco, as an account executive. 


we + 


—commercial growers, shippers, 


Sell it with THE PACKER, weekly newspaper of the 
industry since 1893. Produce,—one of the few remaining Big 


Businesses where the owner does the actual buying. And the owners 


7S GIANT ©” 


S$ SIX BILLION 


FRESH FRUIT AND 
VEGETABLE INDUSTRY 


BUYS: 


TRACTORS 

CHEMICALS 

CONVEYORS 

PACKAGING 

RAILROAD FREIGHTING 
TRUCKING 

eTELEPHONE SERVICE 
OFFICE EQUIPMENT 
PACKING HOUSE SUPPLIES 
HARVESTING MACHINERY 
CARS AND TRUCKS... 


brokers, or receivers—read THE 


Packer. The average subscriber has read it 16 years! THe PACKER 
has a 57 man staff in 47 produce centers to provide its readers with 
all the up-to-the-minute fresh fruit and vegetable news. They de- 
pend on it for vital trade information. Years of “Produce Offerings” 
advertising by the trade have made it a buying guide. Packer ad- 
vertising reaches the Ne gy 


e 16,000 men who 


¢ handle 85% to 90% of the fruit and vegetable volume. 


The full story of this fascinating, fast moving business is in your 
PACKER media file. Send for it. 


THE PACKER 


OPENING DAY—Signor Luigi Pacelli, star 

San Francisco salesman, applauds corny 

gags and fly-blown platitudes of stuffed 

shirts from home office. What a company! 
What a job! 


SEVENTH DAY—Pacelli makes careful 
notes of talk by market research expert 
on average operations per bed per hos- 
pital per 100,000 population, which prove 
he should be getting more business. 


ie 


THIRD DAY—Sincere, studious Signor Pa- 

celli trates on technical disquisiti 

by Ph. D. from laboratory. Next time meat 

balls are lousy, tell Maria she’s got the 
wrong pH. 


LAST DAY, A. M.—Luigi, crouching in back 

row, tries to figure out lawyer's talk on 

Retirement Plan. “Did he say tarts or 

torts?’’ Lawyers got more words than 
doctors. 


<> 


¥ 


o’clock mass, resp 
abstruse gobbledegook from 
speaker. Wonder what's for lunch today. 


Advertising Age, February 6, 950mm 


‘The Death of a Salesman’ 
Sad Saga of a Sales Meeting 


When Ethicon Suture Laboratories, New Brunswick, N. J., held a national sales meeting in 
January, one feature was a 10-page, “unofficial, irresponsible, immaterial, undependable” is- 
sue of “Chicago Ethigram,” a publication which burlesqued the sales meeting, the company, its 
executives and its products with rather startling, and extremely funny, boldness. 

Shown below is a six-picture sequence originally carried across the top of two tabloid-size 
pages for which Luigi Pacelli, San Francisco salesman, posed. The pictures were taken and 
the captions written by George A. Kellogg, advertising and promotion manager for the com- 
pany, who produced the magazine. 


FIFTH DAY—Signor Luigi, fresh from 7 
ds with enthusi to 
imported 


‘: 
F a 
= 
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LAST DAY, P.M.—It finally kills poor 

Luigi. Without sympathy, or even the last 

rites of the church, the exhausted sales- 

man’s remains await the mortician. Sic 
transit gloria mundi. 


Hollingshead Forms New 
Specialties Division 


R. M. Hollingshead Corp., Cam- 
den, N. J., chemical company, has 
organized a separate specialties di- 
vision to concentrate solely on used 
car reconditioning products. Di- 
rector of sales of the new division 
is Robert R. Howard, who joined 
Hollingshead a year ago after dis- 
solving his own company, Recon- 
ditioning Products Inc., Cleveland. 
First activity of the new unit will 
be a sales push for Whiz Carsmet- 
ics for reconditioning used cars 
and trucks. 


Dooley to WOW Inc. Sales 


Robert M. Dooley, formerly with 
KFAB, Omaha, and KOIL and 
KFOR, Omaha and Lincoln, Neb., 
has been appointed national sales 
manager of WOW Inc. stations. He 
will represent WOW and WOW- 
TV, Omaha, and KODY, North 
Platte, Neb. 


Timmons Takes KTBS Post 


Jack Timmons has joined KTBS, 
NBC outlet in Shreveport, La., as 
farm director. He was farm di- 
rector of KLEE, Houston, before 
returning to Texas A&M, his alma 
mater, for post-graduate work. 


To Sterling Advertising 


Draper Woolen Mills, Canton, 
Mass., has appointed Sterling Ad- 
vertising Agency, New York, as its 
agency. George N. Kahn Co. for- 
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merly had the account. 


Bridging the gap 


IMPULSE. Mother starts out for the 
store with shopping list in one hand 
and pocketbook in the other. Look 
what she passes enroute! General 
Outdoor will give your product 
that extra sales push by bridging 
the gap between home and store. 
Write for complete information 


about this powerful medium to- 
day. General Outdoor Advertising 
Co., 515 South Loomis Street, 
Chicago 7, Illinois. 


* Covers 1400 
leading cities 
and towns 


GENERAL OUTDOOR ADVERTISING COMPANY, INC. 
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NEW Subscription Order Form... 


Please enter immediately my subscription to 


Advertising Age for 
[1] One Year at $3.00 [| Two Years at $5.00 [| Three Years at $6.00 
() Payment enclosed [] Bill me Ister ([] Bill my firm 


Title. 
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BEFCC Sets April 24 
ifor Hearings on 
Anti-Trust Angle 


W ASHINGTON—The Federal Com- 
munications Commission announ- 
ced Wednesday that April 24 has 
been fixed as the date for hearings 
on proposed regulations to keep 
anti-trust offenders out of. radio. 

The fact-finding study had 
mumbeen set originally for Feb. 13 
: when announced a week ago, but 

Se additional time was allowed at the 

request of the National Association 

of Broadcasters and Loew’s Inc. 

Both groups said they could not 
be prepared within the 30 days 
originally allowed by the com- 
mission. The NAB pointed out that 
its legal department is heavily en- 
gaged in preparation for directors’ 
meetings during February, and the 
legislative hearings scheduled by 
the House interstate commerce 

mradio subcommittee Feb. 20 (AA, 

Jan. 30). 

In making the announcement, 
FCC said that it is holding up ap- 
plications from a number of firms 
which have been involved in anti- 
trust litigation, and that a “uni- 
form policy” is needed to guide its 
decisions. 

The commission solicited com- 
ments on these points: 

1. In issuing a license, should 
it consider violations of laws other 

fae than the Communications Act? 

of 2. If so, should it consider only 
ms cases where courts have acted, or 
should it also consider cases where 
ms there has been no suit filed, but 
the commission is in possession of 
information which shows there has 
been a violation of law? 

Among the cases involved are a 
number of television applications 
from members of the film industry 
involved in recent consent decrees 
with the Department of Justice. 


Goodrich Chemical Promotes 
Osborne, Koch and McNabb 


M. W. Osborne Jr., in the adver- 
tising and sales promotion depart- 
ment, has been appointed adver- 
tising and sales 
promotion man- 
ager of B. F. 
+ Goodrich Chem- 
ical Co., Cleve- 
land. He succeeds 
George B. Koch, 
who has been 
named staff rep- 
resentative for 
chemical sales to 
direct the promo- 
tion of agricul- 
tural chemicals. 

F. L. McNabb 
has been appointed staff repre- 
sentative of Hycar and rubber 
chemicals. He comes to Cleveland 
from the industrial products sales 
division of the parent company in 

on. 
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M. W. Osborne Jr. 
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m FCC to Recommend Study 
of FM-Transit Operations 


The legal staff of the Federal 

™ Communications Commission was 

m™ reported ready last week to put 
the finishing touches to a brief 

m recommending that the commission 
investigate the operations of FM 
Stations engaged in transit radio 
broadcasts. 

i The research work carried on by 

™ legal staff members suggests that 
stations may be surrendering con- 
trol of their programming to the 
transportation firm. Staff studies 
have been under way for nearly 

™ four months. 
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Appoints Richards Agency 


Tabin Picker & Co., Chicago, 

‘ has named Fletcher D. Richards 

m™ Inc., New York,’to handle adver- 
tising of Georgiana and Trudy Hall 
dresses in newspapers and fashion 
magazines. Carl Reimers Co. for- 
merly had the account. 


‘NY Post’ Appoints Lisson 
jm The New York Post has ap- 
pointed Joseph R. Lisson, with the 
New York Sun for the past 25 
: ‘ coors, as a member of the sales 


Reed Heads New NBC Unit 


Frank J. Reed has been named 
manager of the newly created 
television sales service depart- 
ment of National Broadcasting Co., 
New York. He has been with NBC 
since 1934. The department will 
be made up of three units, headed 
by: Mary Alcombrach, special ser- 
vice; Hamish McIntosh, traffic, and 
John J. Weir, financial. All will 
report to Mr. Reed. 


Witt Leaves CBS for Ken 


Harry W. Witt, for the past sev- 
eral months an executive on spe- 
cial assignments for CBS, Holly- 
wood, has resigned to become a 
vice-president of Harry H. Ken Co., 


Beverly Hills real estate, property 
management and insurance or- 
ganization. Mr. Witt joined CBS 
in 1936 and returned to the net 
last November after serving as 
general manager of KTTV, Los 
Angeles Times-CBS television sta- 
tion, since July, 194 


Stevens Named Executive 
of ‘Danbury News-Times’ 


Frank S. Stevens, assistant gen- 
eral manager, has been appointed 
business manager of the News- 
Times, Danbury, Conn., afternoon 
daily. He succeeds Frank P. Rol- 
lins, who becomes publisher emeri- 
tus, thus continuing a 38-year as- 
sociation with the News-Times and 


its predecessors, the Evening News 
and Danbury Times. 

William A. White Sr. is presi- 
dent of the News-Times Co. 


Appoints Wiley Agency 

Fashion Mail Order division, 
Salle Ann Shops, St. Louis, has 
named Wiley, Frazee & Davenport, 
New York, to handle advertising 
in consumer magazines and by di- 
rect mail. 


Niemann Appoints Switzer 

Mack Switzer, formerly director 
of public service programs at KLZ, 
Denver, has been appointed radio 
director of Hal Niemann Associ- 
ates, Denver agency. 


u 
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WHAT'S GOING ON? 


BACON'S CLIPPING BUREAU 
BUSINESS FARM Qo GENERAL 


fees 
343 So. Dedrborn St Chicago 4 


Wik New symbol ... with a sprayer! ax 


Once the man with the hoe was the symbol 
of the farmer. Today the man with the sprayer 


would come closer. Instead of elbow grease, he 
uses chemistry and compression to kill off or 
prevent the weeds, blights and pests that 
formerly destroyed his growing crops and’ 


dissipated his labor. 


Recent chemical developments such 
as 2,4-D, DDT, Chlordane, Toxaphene, 
Rothane, methoxychlor . . . keep cultivated 


ground clear of competitive growths, check the 


plant diseases, exterminate flies, lice, insects, 


save time and work. Improved yields in fields 


and livestock increase farm production, and 


lower operating costs. 


Spray rigs and dusters 


are only two of the mechanical aids which make 


present day farming a better business. 


Farming is a business today .. . and 


a profitable business 


Electrification, mechanization, and modern 
methods have made a huge new industrial 
market. Ten years of high incomes have made 
the prosperous farm family a preferred prospect 
for the national advertiser. 

But farm prosperity isn’t found all over the 
national map... is concentrated in the great 
Central valley where soil and season give 
the farmer highest returns. In the fifteen 
Heart states, SuccessFUL FARMING has more 
than a million of its 1,200,000 subscribers 
... and the SF farm subscribers in these 
states have the largest individual holdings 
of land and buildings, own better livestock, use’ 


for the best farmers. 


more machinery and power ...and earn an 


average income 50% or better than the national 


farm average! 


General media have low penetration among 
SF farmers... SuccessruL FARMING reaches the 


most of the best farm 


market, in a single medium, and at low cost! ... 
Get the full facts from the nearest SF office. 
SuccessruL Farminc, Des Moines, New York, 
Chicago, Cleveland, Detroit, Atlanta, San 
Francisco, Los Angeles. 
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By STANLEY E. COHEN, Washington Editor. 


Don’t Count on Early Repeal 
of Wartime Excise Taxes 
WASHINGTON—It is going to be 
a dull spring at the retail cash 
register if industry continues to 
encourage the public to count on 
early repeal of wartime excise 
taxes. These taxes may eventually 
be reduced or eliminated, but the 
administration is dead set against 
quick action, and the legislative 
cards are stacked in its favor. 


The key man is Robert L. 
Doughton (D., N. C.), chairman 
of the tax-writing ways and means 
committee. As a “sound money” 
man, he shudders at the prospect 
of a $5.1 billion deficit in 1951. He 
|has told friends tax repeal will 
/not reach the floor until he is sure 
that the appropriations committee 
will carve a substantial hunk out 
of the -$42 billion spending pro- 
gram submitted by the President. 


Doughton having taken this 
stand, there is virtually no chance 
that Republicans can gather 
enough votes to pass a simple ex- 
cise repealer over a Presidential 
veto. Moreover, it is probable that 
the administration can insist that 
the tax bill, if any, contain other 
tax law changes to offset, at least 
in part, the loss of revenue. 

It seems to boil down to this: 
Long tax hearings, lasting well 
into March, with the committee 
searching meticulously for ways 
of closing “gaps” in existing stat- 
utes. Even assuming quick House 
and Senate action, it looks as if 
tax legislation cannot become ef- 
fective before early summer. 

ee @ 

There are other reasons why 
the legislative situation defies fast 


action on excise taxes. For ex- 
ample, the Senate finance com- 
mittee, which handles the legis- 
lation in the Senate, will be tied 
up with social security for another 
four to six weeks. And neither 
Senate nor House will be passing 
any important bills during the re- 
mainder of February. Beginning 
Friday, Feb. 10, the legislative 
process comes to a virtual stand- 
still while members observe a 
two-week truce for Lincoln-Jeffer- 
son-Jackson-Washington speech- 
making. 
eee 

Acting Federal Trade Comission 
Chairman Lowell Mason was a 
bit misleading when he promised 
the anti-trust section of the New 
York State Bar “new procedures” 
to settle false and misleading ad- 


SCENE: 168,095 Washington, D. C. homes (ABC 
figures, September 1949). Of all 4 Washington 
newspapers, that’s the biggest home-delivered 
circulation in the City and Retail Trading Zones. 
What’s more, The Star’s home-delivered circula- 
tion represents over 80% of its total circulation 
—again, highest of all Washington papers. 


TIME: Early evening. Food-shopping is planned. 
Important buying decisions are made, Your 
advertising is read carefully. 


CAST: 168,095 prosperous Washington families. 
“Sales Management” (November 10, 1949) put 
the Effective Buying Income of Washington 
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the Nation 


There’s No Place Like Home... to Start Selling! 


families at $5,609 for 1949. . . third, by states, 


in the nation. 


In any Washington selling plan, the family- 
read STAR is naturally the first choice. Local 


and national advertisers like 
home-delivered—and continue 
overwhelmingly. 


their advertising 
to use The Star 


The Washington Star 


Evening and Sunday 


Editions 


Represented nationally by Dan A. Carroll, 110 E. 42nd St., 
NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 


Member; 
Audit Bureau of Circulation. 
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* No. 1 in advertising lineage * No. 1 in home-delivered circulation %* No. 1 in readership 
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THE EVENING STAR 


BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, 


WMAL-FM, 


AND WMAL-TV 
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vertising cases by stipulation and 
affidavits of discontinuance. These 
procedures have been used for 
many years. Unfortunately they 
have not been used sufficiently 
often. 

Commissioner Mason was prob- 
ably the victim on an unfortunate 
selection of words, and should be 
permitted to file an affidavit of 
discontinuance. What he probably 
meant to say is that FTC from now 
on will make a serious effort t 
settle advertising cases withowf 
litigation whenever possible. The 
success of this program depends 
entirely on the will of the com 
mission and the advertisers in 
volved. 

ee @ 

As if to prove that it is really 

serious about quick-handling of 


‘|false advertising cases, FTC an- 


nounced a series of “stipulations” 
last week, “approved under the 
commission’s policy of encouraging 
law observance through coopera- 
tion in certain types of cases 
where there has been no intent 
to defraud or mislead.” A typical 
case involves Penick & Ford Inc., 
New York, for Vermont Maid 
syrup ads. Labels and large ads 
note that the product is “made 
from cane and maple syrup,” but 
the statement has been omitted 
from small ads. The company 
promises to get this fact into all 
copy in the future: 
ee 2e« @ 

Labor Depariment’s wage and 
hour division has agreed to over- 
look “extra payments” and “tal- 
ent” fees in computing overtime 
compensation for radio and TV 
performers. The rule applies 
largely to salaried employes who 
get extra payments for assignments 
over and above regular duties. 

ee ee 

Admiral Emory S. Land, presi- 
dent of the Air Transport Asso- 
ciation, told the Advertising Club 
here Tuesday that domestic sched- 
uled airlines are getting about 
50% less per airmail letter from 
the Post Office than they did ten 
years ago. According to Admiral 
Land, “If there is any subsidy in 
airmail, it is to the letter writer 
and not to the airline.” 

e e e@ 

Sen. William Langer (R., N. D.), 
sponsor of legislation banning in- 
terstate movement of radio and 
printed advertisements for beer, 
wine and whisky, told the Senate 
that the whole problem could be 
cleared up immediately, if Federal 
Trade Commission did its job. 

Langer says the solution is in 
FTC’s power over “false and mis- 
leading” advertising. His _hair- 
raising solution requires that li- 
quor ads warn consumers of the 
“consequences” of using the prod- 
uct—such as possible addiction, 
intoxication or illness. 


Rockgas to O’Brien Agency 
Bottled Gas Ltd., British Colum- 
bia distributor of Rockgas cooking 
fuel, has appointed O’Brien Ad- 
vertising, Vancouver, to handle its 
advertising. Newspapers and spot 
radio will be used, followed by di- 
rect mail. Half pages in business 
papers will be used in the spring. 


‘Vogue’ Appoints Stowell 

William C. Stowell has been ap- 
pointed advertising manager of 
Vogue, succeeding Chester B. Van 
Tassel, who becomes business man- 
ager. Mr. Stowell has been with 
Conde Nast for 26 years, most re- 
cently as business manager of 
Glamour. 


Frazier & Son Names Agency 


Mercready, Handy & Van Den-’ 


burgh, Newark, has been appointed 
to handle the' advertising of Frazier 
& Son, Belleville, N. J., manufac- 
turer of filling and packaging ma- 
chinery. 


Hoffman Joins von Zehle 
Edward N. Hoffman, formerly 

with Wexton Co., has joined Will- 

Zehle & Co., New York, 


iam von 
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NORTH STAR AWARD—Paul H. Nystrom (center), professor of marketing, Columbia 
University, was awarded the Swedish Order of the North Star for “contributions to 
the science of marketing benefiting Sweden” at the luncheon meeting of the Sales 
Executives Club Jan. 24. Lennart Nylander (left), Swedish consul general, made the 
aword with Oscar Marell, managing director of the U. S. Swedish Chamber of Com- 


merce, witnessing the event. 


Plans Delaware River Drive 


The Delaware River Joint Com- 
mission will spend $100,000 this 
year to promote the Delaware 
River port area. The budget will 
be used to carry out an extensive 
program of advertising and pub- 
licity in national and international 
newspapers and magazines, In ad- 
dition, a brochure and other pro- 
motional material will be used. 
The theme of the campaign will 
be “Philadelphia can bring the 
Mediterranean nearer.” No agency 
has yet been appointed. 


William Wall Joins BBDO 


William M. Wall, formerly 
copywriter for Cities Service, has 
joined the copy staff of Batten, 
Barton, Durstine & Osborn, New 
York. 


Ellis Advertising Moves 


Ellis Advertising Co., Buffalo 
office, is moving to larger quarters 
in the Erlanger Theatre Bldg. 


Changes Corporate Name 


Federal Readers Guild Inc., New 
York, magazine subscription sales 
company, has changed its name to 
Subscription House Sales Corp. 
Frank Ware, head of Subscription 
House Inc., publishing consultant 
and service agency, is president. 


Appoints Sullivan Agen-y 

Daniel F. Sullivan Co., Boston, 
has been named to handle a spe- 
cial promotion in the Boston area 
for Red Pack tomato paste, packed 
by San Jose Canning Co., San 
Jose, Cal. 


51 


Hagstrom Co. to Move 
Hagstrom Co., map maker, pub- 
lisher and lithographer, will move 
from 20 Vesey St., New York, to 
its own building at 311 Broadway, 
New York 7, about March 15. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
0., Inc. 


The DIRECT SELLING LEGION - 50,000 STRONG! 


Greatest Single Organized Force in a 


MULTI-BILLION-DOLLAR MARKET + Founded and Sponsored by 


me SPECIALTY SALESMAN MAGAZINE 


WRITE TODAY FOR FACTS + Rm. 812, 307 N. Michigan, Chicago 1 


Fawcett Feature 
Column Picked Up 
by 100 Newspapers 


New YorK—Faweett’s Today’s 
Woman has come up with a new 
device to attract advertisers. The 
magazine is offering local news- 
papers, coast-to-coast, a special 
feature column made up of retail 
advertising units plugging products 
advertised in the book. Each unit 
has space for a local store name, 
and newspapers are given the com- 
plete material to sell retailers at 
regular space rates. More than 100 
newspapers have been lined up in 
less than three weeks, in response 
to a mailing of 500. 

Today’s Woman will send a 
new column each month to par- 
ticipating papers. The column will 
include 30 or more units, promot- 
ing products of the larger adver- 
tisers in the magazine. Today’s 
‘Woman prepares the copy and il- 
lustration, and sends out mats and 
proofs free to participants. Units 
are designed for adaptability so 
papers may use them in various 
layouts. Only one paper in each 
city receives the service. 

Three weeks in advance of each 
issue date, the magazine sends 
papers a list of the local stores 
carrying the merchandise featured 
in the column. 

Shepard Spink, advertising di- 
rector of Fawcett, naturally. ex- 
pects the device to boost sales. He 
also reports that Today’s Woman 
for January, 1950, was 50% over 
1949 in linage, in February 37% 
over last year, and in March 54.3% 
ahead 


Manhattan, Mennen Sponsor 
Columbia Pacific News 


Manhattan Soap Co., Los An- 
geles, and Mennen Co., Newark, 
N. J., will share sponsorship of the 
Columbia Pacific Network news 
program heard 7:30-7:45 a.m., 
Monday through Saturday, start- 
ing early in March. Manhattan will 
sponsor three programs for Sweet- 
heart soap, and Mennen will spon- 
sor the other three. 

The news is heard on the full 
CPN, plus Arizona stations. 


NBC Names Morrison, Pelzer 


_ Robert Z. Morrison Jr., formerly 
In charge of new sales develop- 
ment for WFIL, Philadelphia, and 
before that with NBC, and Ber- 
nard H. Pelzer Jr., formerly an ad- 
vertising consultant to food and 
drug concerns, have been named 
account executives in the national 
spot sales department of the Na- 
tional Broadcasting Co., New York. 


Oldsmobile Names Warner 


Edward L. Warner Jr., formerly 
with McCann-Erickson, has been 
hamed publicity director of the 
Oldsmobile division of General 

otors Corp., Lansing, Mich. 


RYJC Appoints Cordon 


Allen Cordon has been appointed 
Sales manager of Station KYJC, 
Medford, Ore, 


GRIT sells for its Advertisers . . 


As 


AD 


*Ask the GRIT representative 
for the GRIT Reader Survey 


More Sales 


than its national average for 
one Cigarette advertised in GRIT 


Helped by consistent advertising in GRIT, one 
Cigarette leads in the GRIT True Small Town 
Market with 40% of all cigarette sales... in 
the National Market, this Cigarette accounts 
for only 25% of all cigarette sales. 


This, in dollars and cents, more than amply 
justifies the small expenditure required to keep 
regular, large space campaigns running in GRIT. 


Advertising in GRIT helps sell all kinds of branded 
products: Another Cigarette, 609% increase in sales 
—a Pipe Tobacco, 4 times more sales than nearest 


competitor. 
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The three million weekly readers of GRIT, in 16,000 
True Small Towns, are loyal readers. They are brand- 
buyers with a high response to those products presented 
in the advertising columns of GRIT*. 79% buy Cigarettes, 
52% buy Pipe Tobacco, 29% buy Cigars. 


. it can sell for you! 


Small Town America’s Greatest Family Weekly 
—with more than 600,000 Circulation 
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% Insurance of dramatic and effective window display, day 
or night... meets the current increased competition for display space 
... wins retailer cooperation and choice locations . . . Details on request. . . 


EINSON-FREEMAN CO., Inc. Unusually Lucid Lithographers . . . 
tarr und Borden Aves.. Long Island City, N. Y., Phone lRonsides 6-8900 
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PHOTOGRAPHIC REVIEW 
OF THE WEE 


REMINISCENCES—Maurice H. Needham, president; John J. Louis, vice-president; 

Melvin Brorby, vice-president; and Otto Stadelman, vice-president and media director 

of Needham, Louis & Brorby, look over the silver anniversary edition of the Chicago 

agency’s house organ as the 25th birthday of the organization is celebrated. Founders 

Needham, Brorby and Stadelman reminisce with late-comer Louis, who joined the 
company in 1929. 


REPEATER—Sam C. Gale (left), vice-pres- 
ident and director of advertising and 
public services, General Mills, and C. S. 
Samuelson, grocery product ad man- 
ager, are looking at a copy of the mer- 
handising suppl t of the Chicago 
Tribune which they sent to grocery exec- 


. 


grt an Intewiew? 


TIME, LIFE, & SCHOOLS—Roy E. Larson (right), president, Time Inc., and chairman . h M : “Ee Be j > V owite Mearronnt Crtiel ke 
of the National Citizens Commission for Public Schools, was caught in a jovial mood per Ms hn oe “ nasty been on : . mM raed toe! e eens 
with General Omar N. Bradley (left) and President James B. Conant of Harvard os @ S0Mec hr - — aepaanen + column Passe ahah J gf - : 

at the commission’s first annual dinner. i he Welinns. Bo hpecraiians™ ppncincs: 


A With Wah 1 * Tyo. DuAes 


| Airct LAY. DN 
| irs ON THE LINE 


AGENCY GIVES A BOOST—Anyone wanting an interview at Wayne Welch Inc., 

Denver agency, puts a dime on the line first. It’s two dimes if a caller wants to talk 

to Receptionist Nancy Imes (right). Mr. Welch (at left) is helping in this way to put 
over the local March of Dimes campaign. 


NEW LINEUP—New officers of the Newspaper Advertising Execu- zette and Post, retiring president. Standing: Seigel Mayer, News- 
tives Association posed. for this photo following the 40th annual Herald, Marshfield, Wis.; Harry Saul, Winnipeg Free Press; Rus- 
meeting in Chicago. Left to right, seated: Robert Pace, Danville, sell Harris, Buffalo Courier-Express; Laurence T. Knott, Chicago 
lll, secretary-treasurer; Louis E. Heindel, Madison, Wis., News- Sun-Times; J. H. Armistead, Nashville B and T 

papers, Ist vice-president; George G. Steele, Philadelphia Bul- Walter Sotherland, Sioux City Journal-Tribune; T. G. Devaney, 
letin, president; Herbert G. Wyman, Pittsburgh Post-Gazette, 2nd Omaha World-Herald; R. E. Scofield, Lexington Herald-Leader; 
vice-president; and Harold V. Manzer, Worcester Telegram-Ga- and Richard J. Jones, Portland Oregonian, all directors. 


= 


SCHOOL PLANS COMPLETED—Completing plans for the annual 13-week lecture ser- 

ies “Advertising At Work,’ conducted by the Los Angeles Advertising Women, are 

Winnifred Gibbs and Wretha Gann, Hollywood Citizen News; Bea Kentz, Batten, 

Barton, Durstine & Osborn, president of the group, and Glad Hall Jones, KRKD, chair- 
man of the school committee. The series started Feb. 6. 


SPECIALTY—Checking display material for February Sweet Hearts promotion for 
Quality Chekd Ice Cream Association, Chicago, are (left to right) Norman Kloker, 
merchandising director of the association; Harold Bogigian, assistant account execu- 
tive, Campbell-Mithun, the agency; and Walter Taube, art director of Campbell- 
ithun p pet Hearts ore o new prod packaged in heart-shaped plasti : 
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No. 3506. How South Leads in Soft 
Drink Consumption. 


Pointing out that the southern 
states, with only a third of the 
population, consume nearly two- 
thirds of all carbonated beverages, 
Southern Bottler offers a pocket 
portfolio, “A $420,000,000 Market,” 
detailing marketing opportunities 
in the southern bottling industry. 


No. 3507. Special Food Selling 

Problems in the Jewish Market. 

What’s Kosher and what isn’t? 
What is the value of a rabbinical 
certification? Does a kosher label 
guarantee acceptance? The answers 
to these and many other interest- 
ing questions are given in “The 
Jewish Dietary Laws in the Day- 
to-Day Life of the Jew,” offered 
by the Joseph Jacobs Organization, 
New York. 


No. 3511. Income and Influence of 
Teen-Age Girls. 

A new survey prepared by Alan 
C. Russell, Marketing Research, for 
The American Girl is now avail- 
able. It covers the allowance, 
earning power, and influence of 
the 13-year-old girl, and studies 
her home background, her inter- 
ests, and her most prized posses- 
sions. 


No. 3512. Summary of Expandable 
Homes Program. 

Parents’ Magazine offers a new 
booklet entitied “Here is Parents’ 
Magazine’s 9th Expandable Home.” 
It contains a reprint of the latest 
expandable home article, and pro- 
vides details of interest to manu- 
facturers, distributors, contractors, 
builders, finance institutions, sup- 
pliers and retailers. Case histories 
of advertising and merchandising 


ia fide» ae ee ae 


Information for Advertisers 


for promotions. 


American Trade. 


Braniff International Airways, 
Houston, now serving six South 
American countries and certified 
in four more, offers a “Trade-Aid” 
booklet. warning of stumbling- 
blocks and telling how to cut red 
tape. The booklet discusses special 
problems in market analysis, tech- 
nical preparation, and selection 
of representatives, and tells how 
the airline can be of assistance in 
various particulars to manufac- 
turers entering the Latin American 
market. 


No. 3514. Drug Route List for 
Washington, D. C. 


The Washington Times-Herald 
offers a convenient new loose-leaf 
“Route List of Retail Drug Out- 
lets.” It contains a map, an analy- 
sis of chains and independents, a 
breakdown by patent and apothe- 
cary classifications, and detailed 
traveling instructions for drivers, 
as well as bus and streetcar riders, 
for each of Washington’s 32 zones 


3517. Old Marketing Tool 
Brought Up to Date. 


Now that the postwar economy 
has shaken down into some sem- 
blance of “normalcy,” Business 
Week again offers its “Regional 
Income Indexes”—a tool for sales 
and marketing executives measur- 
ing the creation and flow of buy- 
ing power in the 12 basic business 
areas of the country. The purpose 
is to provide fundamental eco- 
nomic bases on which both long- 
and short-range sales and adver- 


No. 


tie-ins show how the expandable 


100 E. Ohio St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted) 
| 


tising control may be predicted. 


Note: Inquiries for items listed above will not be serviced beyond March 20. 


USE COUPON TO OBTAIN INFORMATION 


i 

1 , | 
Readers Service Dept., ADVERTISING AGE | 

| 
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OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 
rofitable to you: A man with certain 
Pighly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was earning 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he et 
two offers from agencies—one at $9, 
from a small agency, rod at $11,000 
from a big agenc y fine div- 
idends from a $20" Pf, Maybe 
this will suggest something to you— 


home program can serve as a basis 


No. 3513. Handbook on South 


nsertions 


HELP WANTED 
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POSITIONS WANTED 


Advertising Age, February 6, 1959 


ee EBCSLLANEOUS 
MONTHLY CARTOON SERVICE ~ 
For House Organs-Trade Journals-Adyer 
tisers. Economical-Modern-Send for fo 
Humor House 55 S. Audubon, Indianapolig 


SUBURBAN SHOPPER FOR SALE 
Easy to run-comfortable income now. 
plus opportunity for expansion. $5000. 

Box 2939, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


———i 


~ FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr-2 0115 Chicago 


WANTED: experienced advertising and 
sales promotion man for leading mid-west 
appliance mfr. Must be responsible, able 
to organize, work with distributors and 
dealers. Prefer man from 24 to 36 years 
old. State age, education, experience, and 
names of personal references. Write 
Box 92. Grand Rapids, Michigan. 


COPY WRITER 

Unusual opportunity for energetic young 
writer with at least three years of sound 
experience producing consumer, trade and 
house organ copy that stimulates and sells. 
Some knowledge of layout and production 
desirable. This is a new position with a 
large and rapidly expanding midwestern 
manufacturer in the agricultural field. 
Salary $4,000 to $5,000 based on exper- 
ience. Send full resume with recent snap- 
shot to 

Box 2941, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ACE LAYOUT MEN—Agcy Exper. OPEN 
FOOD COPYWRITER—Exper. Nat. Accts. 
Ask for ELINOR KENT 
TRIANGLE EMPLOYMENT AGENCY 
202 S. State a. 7-6520 


GENERAL MANAGEMENT AND SALES— 
Established Shopper with complete cover- 
age of important Mid-Western Metropoli- 
tan market (65,000 circulation) wants man 
with successful experience in newspaper 
advertising who has executive and promo- 
tional ability, to manage and direct en- 
tire staff and to sell and service depart- 
ment store and other primary retail ac- 
counts. State qualifying experience, age, 
salary, availability. Write 

Box 2945, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Copy Writer, preferably with magazine 
circulation promotion experience. Excell- 
ent opportunity with large publisher for 
young man (in the twenties or early thir- 
ties) with ideas and the ability to carry 
them through. Outline experience and 
salary desired. 

Box 2949, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
AGENCY SALESMAN WANTED 
Established Chicago agency seeks young 
man with ability to sell agency services. 
Generous compensation and full agency 
help in developing billings. 

Box 2955, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209° S. State St. Harrison 17-2063 Chicago 


~~ POSITIONS WANTED 


ART DIRECTOR - ILLUSTRATOR 
Art director, now doing an excellent job 
for an agency of outstanding reputation, 
will transfer to an organization that can 
more fully utilize a fine creative skill 
and idea source. Special attention will 
be given replies that indicate a need for 
a volume of superior illustration. Twenty 
years valuable experience on industrial 
and general consumer accounts, regional 
and national. Dependable, sober, congenial, 
accustomed to key responsibility and a 
good team worker. Fine creative talent 
and intensely practical, good appearance, 
Christian, 38, married. Good taste, stab- 
ility, sound creative originality and com- 
prehensive technical knowledge in a man 
with a proved record as a profitable pro- 
ducer. Prefer financial arrangement based 
on minimum and bonus; open to other 
profit-sharing proposals. 
Box 2902, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
BOOKKEEPER - Full charge, office mana- 
ger with secretarial ability. Exp., capa- 
ble. All financial statements, taxes, cred- 
its and collections. 9 yrs. mfg., 7 yrs. 
large loop restaurant. 
Box 2940, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Artist, versatile, newspaper experience, 
good style childrens’ illustrations, knowl- 
edge of production, aiming for position on 
house organ. Age 32. 
Box 2943, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
10 yrs. exp. in Letterpress, gravure on 
catalog, mag. Knows copyfg, type, proof- 
read. Wants adv. prod. position. Age 42. 
Box 2946, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
PUBLISHER’S ASSISTANT 
Young man fifteen years’ magazine, news- 
paper experience wants to join busy pub- 
lisher as Man Friday. Full knowledge ad- 
vertising, promotion, circulation, edi- 


torial. 
x 2954, ADVERTISING AGE 


who knows? 


CONFIDENTIAL 
Now in comfortable top level rut—direct- 
ing millions in national billing for me- 
dium agency. Want more action in key 
spot for top agency only. $35,000 to start. 
Box 2947, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ul. 


ADVERTISING-PUBLICITY 
ACCOUNT EXECUTIVE Mid-West Agen- 
cy. Former head of Publicity Agency, also 
State Director of Nat'l Organization. TV 
Production-Copy-Idea man. Good appear- 
ance-personality. Desire locate West, 
South-West. Married. Minimum salary 
$10,000. 
Box 2948, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

SPACE SALESMAN AVAILABLE 
New business producer. College graduate. 
Traveled Chicago and Middle West. 

Box 2950, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Looking for young man who is interested 
.n copywriting and has good advertising 
background? Don't overlook me. Almost 
two years agency production manager. Al- 
so experience in media, research, scriptwri- 
ting. Age 26, college grad, vet, Chicagoan. 

Box 2952, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

$2,000,000 ACCOUNT 

One of the accounts I received spent over 
$2,000,000 annually. Other prospective 
business will not consider the agency 
I have been connected with as Vice- 
president for a number of years and I 
would like to change. Salary $10,000 and 
some percentage arrangement. 

Box 2953, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 
Publisher's representative sought for var- 
ious annual publications by publisher with 
var.ed interests. 

Box 2942, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 

PUBLISHER'S ADVERTISING 

REPRESENTATIVE WANTED 
in Chicago for well-established and well- 
accepted 17 year old nat’l, monthly 
trade journal in amusement field, publis- 
hed in Los Angeles. Office set-up required. 
Straight commission, exceptional oppor- 
tunity. Last rep., deceased, with us 15 yrs. 
Submit references and picture with appli- 
cation. COIN MACHINE REVIEW, 1115 
Venice Blvd., Los Angeles 15, California. 

REPRESENTATIVE AVAILABLE 
I sell space in Chicago area, have agency 
contacts and want to represent live estab. 
publication in this territory. Com. 

Box 2951, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 

John Andrews 1504 Dodge, Omaha, Nebr. 

SHARE OFFICE—333 NORTH 
MICHIGAN AVENUE 

Room for one. Newly decorated & fur- 

nished Includes rent, light, water & towel 

serv. $115 per month. State need & bus. 

nature. 

Box 2944, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 

I'VE RAISED MILLIONS by direct-mail; 

made a fortune. $1 tells you how. 


F. Lander Moorman, Dept. A, Douglas, Ga. 


MARKET-WISE 
ADVERTISING MANAGER 


Advertising man, age 31, seeks 
position with manufacturer or 
distributor whose sales problems 
offer challenge and scope. Ex- 
ceptional ability in mass-sales 
field, especially woman’s market, 

Excellent administrator, high- 
ly creative. Able to plan, budget, 
and completely coordinate a 
program to obtain maximum 
results with minimum waste, 
Sound knowledge of market re- 
search, sales analysis, new mar- 
ket development, media. 

Top retail experience with one 
of nation’s largest department 
stores and major daily news- 
papers. Salary requirements in 
the $10,000 bracket. 

Will relocate if you have sales 
and advertising problems that 
demand real ability. 


Box 7536, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


EXCEPTIONAL 
COPY MAN 


Available immediately — top- 
flight writer for a key spot in 
your agency. Outstanding abil- 
ity proved by conception and 
execution of campaigns you 
know. Copy head at two 4-A 
agencies; noted for bright, fresh, 
powerful writing. Not cheap—in 
$25,000 class. Let me show you 
why. 

Box 7535, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


ART SALES 

Large Midwestern Art and Photography 
Studio has openings for two top drawer art 
salesmen. Studio is fully staffed to handle 
Jobs sanding from small spots to compiete 
catalogs. The men we seek may not now be 
selling art but if they know the business and 
possess proper contacts plus the desire and 
— to do a pose job, A can effect 

_—_ tion offering plenty 
ofr room for pi 


7520, “ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


11, WL. 


4-A Agency Wants 
CHICAGO MANAGER 


Unusual circumstances offer immediate opening to adver- 
tising man, who has the training and ability to manage 
and develop Chicago office for high-rated, nationally 
known agency. Of special interest to a younger man who 
feels that he is now ready to manage agency office or 
man whe now has his own agency. Midwest background 
desirable. Salary, share-in earnings and plan for acquir- 
ing substantial ownership interest. Write full details to 
Box 7533. ADVERTISING AGE, 100 E. Ohio St., Chicago 


Bo 
11 E. 47th St., New York 17, N.Y. 


“ 
Dn a jew weeks thousands will read... 

“Switch to CALVERT” 
"as MAXWELL pulls the Switch 
on a new SPECTACULAR in the heart of Newark, N.J. 
MR. ADVERTISER: Switch to MAXWELL SERVICE 
and thousands will read your message 
The R. C Maxwell Ca. Trenton MS 


OUTDOOR 


ADVERTISING 


CREATIVE DESIGNER 


Posters, 3 dimensional displays, pack- 
ages. 15 years of topflight experience 
on nat’! accounts. Self starter. Original, 
practical ideas; fast, crisp comps and 
dummies that SELL! Now completing long 
term project. Would like to hear from 
Progressive manufacturer or organization 
with vision where there is a definite 
long term need for a designer of versa- 
tile interpretive ability and sound imag- 
ination. Married, 2 children. Might con- 
sider leaving New York. 
Box 7534, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


SALES PROMOTION 
MAN WANTED 


Home wants 
Soatified “young man to ‘handle promo- 
tions. Should have some business ex- 
perience and be able to write copy. 
Send complete resumé of experience to: 


Box 7532, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


the 
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The issue of FM radio in public 
conveyances is taking on the as- 
pect of a first-class newspaper 
row in St. Louis, where the Post- 
Dispatch is crusading lustily against 
street car and bus radio. On Jan. 
27, the Star-Times devoted its lead 
editorial and editorial cartoon to 
a denunciation of the “P-D’s cap- 
tive pen,” declaring that the P-D 
campaign has been “seen through” 
by nearly everyone “as a mere at- 
tempt to stop a competitor from 
providing the same service to users 
of public transportation in St. 
Louis that the Post-Dispatch orig- 
inally arranged to provide.” 

Both papers have FM stations, 
the Star-Times’ now being af- 
filiated with Transit Radio. 


What happened after the Adver- 
tising and Sales Club of Seattle 
pitched in to help the foundering 
Seattle Symphony Orchestra (AA, 
Jan. 2)? 

Well, the club’s committee, 
headed by Robert Baker, Freder- 
ick E. Baker & Associates, working 


without funds, got free outdoor | 
showings from Foster & Kleiser 
and Sunset Outdoor Advertising, 
poster space from Seattle Transit 
System, quite a number of spots 
on local radio stations, feature 
stories in newspapers, store dis- 
plays, etc. 

Result was that (only a few 
weeks after 200 people bought 
tickets for a performance of Bee- 
thoven’s Ninth Symphony featur- 
ing a chorus of 200) the civic audi- 


torium seating 5,400 was com-|- 


pletely filled for a performance on 
a snowy night. The momentum is 
carrying forward to other concerts, 
too. The ad club’s backing is con- 
tinuing. 

ee e© @ 


It is rumored in Paris that Coca- 
Cola Co., through the U. S. am- 
bassador, is pressing for permission 
to manufacture Coke on a large 
scale in France—and opposition is 
being voiced on several sides. 
Communists object because Coca- 
Cola is American; vintners see it 
as a dangerous competitor, and 
some artists and others say Coca- 
Cola outdoor advertising would 
tuin many beautiful French vistas. 

However, French advertising 
men say they would welcome 
large-scale manufacturing and sell- 
ing of Coca-Cola, to make up for 
advertising volume lost because 
of the postwar lack of aperitif ad- 
vertising. It is felt likely in Paris 
that Coca-Cola Co., if it gets per- 
mission to produce much in France, 
must agree to let French agencies 
handle the advertising. 


If the Dry forces in Oregon can 
corral enough signatures on a peti- 
tion now circulating, citizens of 
the state will find a proposal to 
eliminate liquor advertising in the 
State on their ballots at the next 
general election. 

If the Dry forces can file peti- 
tions with 25,482 signatures before 
Ju-y 6, the measure will appear on 
the next ballot. An attempt to get 
a similar measure on the ballot 
in 1948 failed for lack of the re- 
quired signatures. 

The proposed referendum would 
not outlaw liquor advertising di- 
rectly. The new twist is to ban the 
Sale of all alcoholic beverages 
backed by “promotive advercis- 
ing.” The term refers to any type 
of advertising used by manufac- 


Assistant for advertising and promo- 
tion, under 35, for long established 
Chicago trade paper publisher. Ex- 
perience essential. Should be capable 
of taking charge of general mail pro- 
motion program and follow-through. 
umes wea in Chicago area. State 
and past employment, sala 
required, availability. “ ad 
a 7531, ADVERTISING AGE 


E. Ohio St., Chicage 11, Ill. 


a 


turers, retailers or their agents 
which includes anything but the 
name of the producer or dispenser 
of the product, the trade name or 
brand of the product and the place 
and price at which such an alco- 
holic beverage is sold. 

Further, the measure would 
outlaw attempts to solicit orders 
through outdoor, newspapers, mag- 
azines or other printed matter, 
and radio adveriising of alcoholic 
beverages wou!d be illegal. 

ee ee 

National Association of Bedding 
Manufacturers’ innerspring mat- 
tress advertising committee met in 
Chicago in mid-January to con- 
s'der plans for a proposed $600,000 
annual innerspring mattress cam- 
paign. 

In about a month, the committee 
hopes to have completed plans for 
raising the money. No final de- 
cisions on the media to be used or 


the agency which will handle the 
account will be announced before 
the financial arrangements are 
completed. 


Johnson Restxzurant Chain 
Plans Institutional Drive 


Howard D. Johnson Co., Wol- 
laston, Mass., operator of a chain 
of restaurants, is planning a wide 
institutional advertising program 
to increase the value of the com- 
pany name to some 180 franchise 
holders. The chain consists of 238 
restaurants from Maine to F'oride 
and as far west as Fort Wayne, 
Ind. A study of the Wes: Coas 
field is being made. Fcriy new 
company-operated restaurants are 
on schedule for the coming year. 
N. W. Ayer & Son, Ph_lade'phia, 
is the agency. 


Airs ‘Homemaker's Exchange’ 


Gorton-Pew Fisheries Co., 
Gloucester, Mass., has signed to 
participate in the “Homemaker’s 
Exchange” program, heard daily 
from 4-4:30 p.m. in 17 cities on 
the CBS Television Network. The 
schedule starts Feb. 16. The agen- 
cy is H. B. Humphrey Co., Boston. 


Gorman Joins KFI. Promotion 

William A. Gorman has joined 
the promotion department of Sta- 
tion KFI, Los Angeles, to work on 
the station’s chain grocery promo- 
tions and other merchandising ac- 
tivities. He was formerly with Bert 
Dunn Inc., Super Grocer News and 
Budde Publications, all of San 
Francisco. 
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PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


Harve Feuill &- Company 
11 E.WALTON PLACE - CHICAGO 11 


HENNEBERRY ROTOGRAVURE CO. 


CATALOGS - 


4001 RAVENSWOOD 


Rotogravure — Colorgravure 


25 Years of Dependable, 
Economical Service 


PUBLICATIONS - 


BROCHURES 


Tel. LAkeview 5-8520 
CHICAGO 13, ILL. 
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BMB Issues New 


Audience Report 
on AM Stations 


Study No. 2 Covers 
Weekly Breakdown and 
Non-Subscriber Data 


New YorK—Broadcast Measure- 

ment Bureau last week began re- 
leasing station audience figures to 
subscribers following the second 
nationwide study of radio’s cover- 
age. . 
The new figures—the first up- 
dating of the national broadcast- 
ing circulation picture since the 
tripartite group’s pioneer study in 
1946—already are nearly a year 
old, the field work having been 
done in March, 1949. Subscriber 
reports will cover some 629 AM 
stations, less than one-third the 
number of standard outlets on the 
air when the survey was made. 

Subscriber data are being for- 
warded to members of the Amer- 
ican Association of Advertising 
Agencies and to the radio-televi- 
sion group of the Association of 
National Advertisers. The Four 
A’s and the ANA, together with 
the National Association of Broad- 
casters, sponsor the bureau. 


@ Non-subscriber data, which were 
withheld from circulation in 1946, 
will be made available to sub- 
scriber stations. For fees ranging 
from $50 for a station whose total 
weekly audience is 50,000 up to 
$450 for a station with 3,000,000 or 


more weekly listeners, broad- 
casters may obtain information on 
competitive stations in their mar- 
kets. 

Stations will be permitted to use 
such data in sales contact with 
agencies. However, they are for- 
bidden to publicize their competi- 
tors’ figures in advertisements in 
a manner which might reveal the 
identity of the non-subscriber sta- 
tion, according to Dr. Kenneth H. 
Baker, acting president of the bur- 
eau. 


s Non-subscribers, to obtain their 
own full reports, need only join 
the BMB—at the subscription rate 
they would have paid had they 
been on the list at the outset of 
the study. 

Last week’s mailing contained 
the raw data for county-by-county 
audiences, taken directly from the 
tabulating machines. Final printed 
reports, together with an explana- 
tion of their significance, coverage 
maps and a breakdown of station 
data by counties and cities, will 
be mailed to subscribers as soon 
as they are received from the 
printer. 

Study No. 2 goes a great deal 
farther than its predecessor in 
collecting data which will give 
a sharper picture of how stations 
rate comparatively in the audi- 
ence loyalty category. 


s The 1946 study showed listener- 
ship in terms of once a week, day 
and night. The 1949 figures indi- 
cate the composition of a station’s 
weekly audience. There is a break- 
down for families who said they 
listen (a) one or two days or 
nights a week; (b) three, four or 
five days or nights, and (c) six 
or seven days or nights. 


A SOLID FRONT FOR 


KRNT IN DES MOINES’ 
NEWSCAST HOOPERADE 


KRNT NEWS SHOWS OUTHOOPER ALL 


NEWSCASTS OPPOSITE THEM ON 
ALL OTHER STATIONS* 


rigor 
¥ wes ‘oY Aeon : 


ee 
ypience PERCENTAGE 
A 


*C. E. Hooper Share-of-Audience, 
City Zone, May thru Sept., 1949 


EXPERIENCE, VISION, INITIATIVE, ENERGY, SHOWMANSHIP KEEP KRNT IN THE 
LEAD ALWAYS — IN ALL WAYS! 


onal tre 


‘DES MOINES — THE REGISTER AND TRIBUNE STATION | 
| @epeestwren sy THE KATZ AGENCY) 


and the astronomical Hoopers 


AAW LEADERS—Directors of the Advertising Association of the 
West, at a session during the group’s midwinter conference at 
San Jose, are (seated): Lorna Moitoret, Honig-Cooper, Seattle; 
Harold C. Merilees, B. C. Electric Co., Vancouver; Herbert H. 
Kirschner, Kirschner & Co., San Francisco; and Ted L. Strom- 
berger, West-Marquis, Los Angeles. Standing: Jack Jaques, West 
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Coast Printing Co., Oakland; Esther Mangan, Los Angeles & 
graving Co., Los Angeles; Charles W. Collier, executive 
president, AAW; Gilbert L. Stanton, Idaho Power Co., 
lela M. Huey, executive secretary; Howard Willoughby, 
Publishing Co., San Francisco; Muriel Tolle, Tolle Co., Say 
Diego; K. L. Hamman, Oakland; and Ray Graves, Oakland. 


Commenting on this improve- 
ment, Dr. Baker suggested that 
there is latent in each station re- 
port an “index of audience loy- 
alty.” This he defined as the ratio 
between the total weekly audience 
and the six or seven times a week 
audience. Some stations may find, 
for example, that 90% of their 
total weekly audience listens every 
day, he continued. 

“To make this figure really 
meaningful, a basis of comparison 
is needed,” Dr. Baker said. “As 
soon as possible BMB will start 
analyzing the findings to deter- 
mine the ratio of total weekly aud- 
iences to daily audiences through- 
out the country. We might select 
our sample in such a way as to 
show averages for various power 
classifications.” 


a In Gregory County, S. D., the 
index of audience loyalty of 
WNAX, Yankton, was 100%, the 
bureau found in glancing through 
the reports. All the families in the 
total weekly audience put a check 
in the listen-6-or-7-days-or- 
nights-a-week column. 

Dr. Baker reminded stations that 
the BMB figures originally grew 
out of the industry’s need for a 
measurement to sell radio in com- 
petition with other media. “Yet 
the first question when a station 
man calls up invariably is, ‘How’s 
the competition doing?,’ and by 
competition he means the other 
broadcasters in his area,” he said. 

Network reports are expected 
to be in the hands of the three 
subscribers within a week or so. 
Data on the non-subscriber, Mu- 
tual Broadcasting System, will be 
made available to the subscribers. 

There was a sprinkling of FM 
and TV subscribers to Study No. 
2, although data on the over-all 
coverage of FM and TY, as of last 
spring, was collected on the ques- 
tionnaires and has been tabulated 
up to a point. Occupied with get- 


‘ting out the reports on standard 


broadcasting, the BMB has com- 
pleted nothing for release on FM 
and TV. “We'll have to try to get 
those subscribers something or re- 
fund the money,” Dr. Baker said 
when queried on the subject of 
video and frequency modulation. 


e Other noteworthy observations 
made by Dr. Baker on Study No. 2: 

1. As would be expected, stations 
which have increased their power 
since 1946 showed a corresponding 
coverage gain. And, in a great 
many instances, he suggested, an 
impressive enough one to prompt 
them to raise their advertising 
rates. 

2. Some large stations, which 
have hitherto dominated large 
sections, have had “fringes nipped 


coverage areas by one or more of 
the 1,200 newcomers who have 
joined the broadcasting ranks since 
BMB’s last study. 

3. Although the bureau’s figures 
do not give any information on the 
length of listening, there is an in- 
dication that AM dial switching is 
on the upgrade. 

4. Television in old TV cities, 
New York, for example, already 
claims well over 10% of the total 
broadcasting audience. 

The cost of the study was esti- 
mated at $1,200,000. This figure 
includes all expenses involved in 
running the bureau while the sur- 
vey was in progress. BMB has been 
authorized to continue operating 
until July 1 to wind up details of 
Study No. 2. What happens to the 
bureau after that date is a ques- 
tion which no one seems to be able 
to answer at the moment. 


Larus Maps ‘50 Campaign 

The 1950 advertising program 
for Larus & Brother Co., in Canada 
will include radio spots across the 
dominion for Edgeworth pipe to- 
bacco; small space newspaper ads 
for Holiday pipe mixture, and 
weekly ads in selected markets for 
Domino King cigarets. John Stu- 
art Sales Ltd., Toronto, is the 
Canadian distributor, and F. H. 
Hayhurst Co., Toronto, handles the 
advertising. 


Nine Liggett Stores Sold 
to Rand, Pittsburgh Chain 


Sale of nine Liggett drug stores 
in Pennsylvania and West Virginia 
to Rand’s drug chain in Pittsburgh, 
has been announced by Rexall 
Drug Co. Commenting on the deal, 
A. T. Carithers of Rexall said: “Tt 
is in line with the Rexall manage- 
ment’s policy of reducing the num- 
ber of company-owned stores in 
favor of a growing number of in- 
dependently owned drug_ stores 
that are operating under the Rexall 
franchise.” 

Rand’s also was granted the Rex- 
all franchise for all stores in its 
chain where no conflict occurred 
with other independents already 
holding the Rexall franchise in the 
areas involved. 


JWT Shutfles Coast Statf 
Fred H. Fidler, Pacific Coast 
manager of J. Walter Thompson 
Co., has announced the following 
staff changes and additions for the 
agency’s San Francisco office: 
Evan R. Peters, formerly in Los 
Angeles, and E. K. Grady, of the 
Seattle office, have been added to 
the San Francisco executive staff; 
Lowell Mainland, 23-year veteran 
of JWT’s Chicago and Coast of- 
fices, has been named account su- 
pervisor; and John Horak has been 
added to the research staff. W. C. 
Lewellen has been transferred from 
Hollywood to the Los Angeles of- 
fice as an account representative. 


The 
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Who is he? 
See page 31 
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WASHINGTON—Department store 
sales for the week ended Jan. 21 
equaled the dollar volume of sales 
for the corresponding week of 
1949. 

The national picture was some- 
what spotty, however. New Eng- 
land and the midwestern districts 
reporting to the Federal Reserve 
Board showed small gains, while 
Pennsylvania, Ohio and the West 
Coast states showed declines. 

Although Oklahoma City re- 
corded an 18% rise in sales over 
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the same week last year and Kan- 
sas City volume was up 16%, the 
gains result, at least in part, from 
the fact that unusually cold wea- 
ther retarded late January buying 
last year. 

Portland, Ore., off 30%, and the 
Duluth-Superior area, down 15%, 
reported the greatest losses among 
the cities on the Jan. 21 tabulation. 
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MOVED 
RECENTLY? 


If you have moved, tell us 
about it, won't you? Your 
weekly copies of ADVERTIS- 
ING AGE will not follow you 
unless we have your new 
address immediately. Make 
sure you don't miss a single 
important issue .. . and help 
us make the correction as 
| speedily as possible by giv- 
ing us your old address too. 


ADVERTISING AGE, Circulation Dept. 
100 E. Ohio Street, Chicago 11, Ill. 
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Hammer Joins Young 

Leonard E. Hammer, formerly 
a sales and marketing consultant, 
has joined the sales staff of Adam 
J. Young Jr., radio station repre- 
sentative, in New York. 


Goodrich Promotes Two 


Carl G. Horst, manager of retail 
credit sales, has been named man- 
ager of retail merchandising of the 
replacement tire sales division of 
B. F. Goodrich Co., Akron. He suc- 
ceeds Robert L. Reeves, who has 
resigned. William B. Flora, field 
manager of the budget sales of the 
associated lines, sales division, re- 
places Mr. Horst as manager of re- 
tail credit sales. 


Hogan Starts Own Service 


John F. Hogan, formerly man- 
ager of the industrial department 
of Newell-Emmett Co., has started 
his own consulting service on in- 
dustrial and trade advertising at 
345 E. 17th St., New York. 


Becomes Lionel Colton 


The radio station representative 
company formerly known as Helen 
Wood & Colton, New York, is now 
operating as Lionel Colton, with 
Mr. Colton as president. 


Sturm Opens Own Studio 

Bill Sturm Studios Inc. has been 
formed at 53 E. Ninth St., New 
York 9, for the production of art 
work and animation for television, 
commercial and educational mo- 
tion pictures and slide films, plus 
live action productions. Principals 
of the new company are Bill Sturm, 
Crestes Calpini and Albert D. 
Hecht. 


Madden Appoints Sage 

Clifford M. Sage has been ap- 
pointed account executive and pub- 
lic relations consultant of Madden 
Associates, Dallas. ‘ 


Gerth-Pacitfic Moves 

Gerth-Pacific Advertising 
Agency has moved its San Fran- 
cisco office to the Atlas Bldg., 604 
Mission St. 


Telecasts Wrestling Matches 
KNBH, Los Angeles, starting 

Feb. 11 will telecast the wrestling 

matches from Jeffries Barn, Bur- 


57 


bank, under the sponsorship of six 
Lincoln and Mercury dealers and 
the Republic Van & Storage Co. 
The telecasts will run from 8:30- 
11 p.m., each Saturday. Agencies 
on the accounts are Heasley & 
Heasley for Lincoln and Mercury 
dealers, and Angelus Advertising 
for Republic. 


RICH IN THE THREE 
R's—READERSHIP— 


GEORGE T. HOPEWELL. INC. 


fastern Reprentative 


101 PARK AVENUE. NEW YORK .. 
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Whatever you sell—wherever you sell it, 
nationally or regionally —if you want to talk to 
prospects on their way to market, at a very low 
cost per impression there simply is no better 
buy in all outdoors than National Highway Dis- 
plays with “Scotchlite’* Reflective Sheeting. 


"Reg. Trademark of Minnesota 
Mining & Mfg. Co., St. Paul, Minn. 


.D 


National Advertising Co. now offers the only truly 
national organization for the planning, installation 


and maintenance of highway displays anywhere in 


WAUKESHA, WISCONSIN 


America! You can sell more products—at lower cost— 
with far less effort—-on National Highway Displays. 
Write, wire or ‘phone for complete details. 


ional Advertising Co. 


NAMES THAT GO NATIONAL—Alemite @ American Broadcasting Company @ Auto-Lite @ Buick © Burd Piston Rings ©@ Chevrolet e Chrysler 

Cooper Tire ¢ Dayton Tires ¢ Devoe & Raynolds Paint © Dodge-Plymouth ¢ Du Pont ¢ Evinrude Motors ¢ Fisk Tires ¢ Ford « Fox Head Brewery 

Glidden Paints ¢ Hudson ¢ International Shoe Company ¢ Kaiser-Frazer @ Lincoln-Mercury ® Martin-Senour Paints ¢ Miller Brewing © Mohawk 

Tires © Nash © Oldsmobile ¢ Pennzoil © Pepsi-Cola ¢ Philco ¢ Pontiac © Pyrofax ¢ Quality Bakers of America ¢ Seiberling Tires © Society 
Brand Clothes © Studebaker @ U.S. Tires © Willys-Overland, and other sectional and local advertisers. 
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Wants Advertising History: 
Racket, Game, Business 

To the Editor: In AA for Jan. 
16, Page 60, Allan Brown is said 
to have told the New York Indus- 
trial Advertisers that advertising 
was first a racket, then a game, 
and is now a business. 

One may ask whether this is 
pure opinion, straight from the ton- 
sils, or an accurate account taken 
from historical records. It would 
be interesting to learn more of ad- 
vertising’s progress from its early 
semi-criminal state to one of pre- 
sumably respectable sport and fi- 
nally to acceptance as business in 
good standing. What were the ap- 
proximate dates? 

Was the speaker just delivering 
a good-natured ribbing to his hear- 
ers? If he was serious and not 
mobbed by the audience there 
must be something to the story. 
Let’s have it; we can take it. 

D. K, Morrison, 

D. K. Morrison, Advertising, 

Chicago. 


Afraid Stock-Buying 
‘Joe’ May Be Disillusioned 

To the Editor: I was greatly in- 
terested in your editorial: “Selling 
Stock to ‘Ordinary Joes’.” 

I have just recently gone through 
an experience which I now feel is 
not unusual and I seriously ques- 
tion whether “Ordinary Joes” 


This department is a reader’s forum. Letters are welcome. 


might not run into enough unsav- 
ory experiences, as I have in re- 
cent years, to disgust them with 
the whole business... 
The whole trouble is that there 
doesn’t seem to be any information 
source where one can go and get 
advance information about these 
bonus or pension plans for the “in- 
siders.”” Another scheme is for the 
officials to draw pay from a whole 
group of subsidiary concerns. This 
also comes out only with cam- 
paigns for proxies... 
As long as the officials and di- 
rectors of a lot of companies are 
what they are—or until there’s a 
law—l’'d suggest that you go easy 
about telling “Joe” to get some 
stock if your object is for him to 
have a favorable opinion about our 

industrial concerns. 
G. L. BusIAN, 
Chicago. 
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Ribbing for Steel Industry 
in ‘Muddle Market’ 


To the Editor: We have recently 
completed preparation of the en- 
closed paper for the Luntz Iron & 
Steel Co. of this city. It will be 
distributed at the convention of 
the Institute of Scrap Iron & Steel 
in Washington beginning Jan. 22. 

As you can see, our intent has 
been to parody the American Metal 
Market, with its permission, and 
in general poke a little fun at the 
industry, including our client. To 


e publish two good newspapers 
.. they are read by virtually every 


family in and around Louisville. 


e sell advertising space at 
reasonable rates. 


It produces sales. 


335,585 DAILY + 268,044 SUNDAY + REPRESENTED NATIONALLY BY THE BRANHAM CO. 


our knowledge this sort of thing 
has never been done before with- 
in this industry, and we hope our 
client will enjoy more favorable 
publicity through this than through 
some more orthodox printed piece 
or gift. 

Although most of the advertise- 
ments which have been parodied 
are of necessity unfamiliar unless 
one knows the industry and the 

2nd « 3rd Price Winners In Landscape Comtest 
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with our luck down. The Creative 
Man’s admonition to Mr. Luckman 
to take another look at Harriet 
Hubbard Ayer ads appeared in the 
same issue with our detailed anal- 
ysis of why Luckman left Lever. 
ee e 

Champions Peanut Cause 

To the Editor: This is merely 
in comment on your editorial on 
“Why Not Charge Admission to TV 
Shows?” ... or, if you will, a chal- 
lenge to your use of the word “pea- 
nut” as applicable to something 
small, trivial, inconsequential, pic- 
ayune. You devote a whole para- 
graph in your trenchant screed to 


LEMUEL 6. KEYHOLE CO. INC. 
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MUDDLE—Luntz Iron & Steel Co., Canton, 


people in it, we’d certainly ap- 
preciate hearing whatever com- 
ments you’d care to make on the 
piece. 
WILLIAM A. FREASE, 
Richard L. Grossman, Adver- 
tising, Canton, O. 
e ee 


Ofters Luxuria Item as Clue 
to Luckman-Lever Break 


To the Editor: Re Harriet 
Hubbard Ayer “blended-by-hand” 
Luxuria in The Creative Man’s 
Corner in the Jan. 23 issue of AA: 
Hadn’t The Creative Man heard? 
Luckman did find out the gals 
weren’t washing their hands with 
Lifebuoy. Lifebuoy’s use showed 
alarming slow-down. 
Furthermore, by instituting such 
antiquated mixing methods as 
“blending-by-hand,” the produc- 
tion of Luxuria was slowed to a 
snail’s pace. , 
Heaven knows what other eco- 
nomic havoc is going on inside 
Lever Brothers that caused Chuck 
to give up! 

W. T. RIETzKE, 
Account Executive, Crescent 
Advertising Agency, Kalama- 
zoo, Mich. 
To the Editor: File, Timing De- 
partment: 
The Creative Man’s Corner. 
* ..Note: Write Luckman and find 
out if the gals who blend this stuff 
wash their hands with Lifebuoy 
the minute they get to work in the 
morning.” 
So I did call. No luck, man. They 
said he wasn’t available. 

C. RALPH BENNETT, 
Vice-President, Fred Gardner 
Co., New York. 

For the second time running, 


and a business paper in the field in a special edition called American Muddle Market. 


O., has some fun with the steel industry 


selling our friend, 
short. 

“Peanut” as a term of scorn went 
out with “skidoo”; passed with cel- 
luloid collars and detachable cuffs. 

A scientist by the name of 
George Washington Carver ex- 
plored the possibilities of the pro- 
letarian goober, and, by the al- 
chemy of his genius, elevated the 
toothsome kernel out of the side- 
show into the lineup of stars, many 
years ago. 

In Pennsylvania, a wizard peered 
into his crystal ball, put his bank- 
roll and his brains behind pea- 
nuts—and built ’em into a multi- 
million dollar business. 

Right here, in Detroit, a client 
of this agency, Velvet homogenized 
peanut butter, is doing a national 
job that runs into respectable fig- 
ures annually. 

Scorn not the peanut, sir! 

Ridicule, if you must, the “chest- 
nut.” 

We do not have a chestnut ac- 
count in the office. 

LAWRENCE J. MICHELSON, 
Simons-Michelson Co., De- 
troit. 

Sorry we’re so old fashioned, Mr. 
Michelson. We still say “skidoo,” 
too, but only under stress. 

e 2@ @ 
AA Material to Be Included 
in Mexican Textbook 

To the Editor: At the request of 
the Monterrey Institute of Tech- 
nology I have compiled a Span- 
ish language textbook on advertis- 
ing and publicity, in which I have 
endeavored to present as clearly 
as possible the data on Mexican 
market conditions and consumer | 
psychology accumulated in the 
course of my 25 years of experience 


the peanut, 
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British American Tobacco interest 
operating in this country. 

The Monterrey Institute of Tech, 
nology is rated as being the forge 


for 4 weeks our complete food 
section. See how our local food 
advertisers use The Canton 
Repository. 

My time is your time when you 
want something in Canton. 


Meet Don Grace 


... of the national advertising 
department of The Canton Re- 
pository. He knows the brokers, 
jobbers and dealers you may 
want to know. 


OUR 7 PAPERS 


CANTON (OHIO) REPOSITORY 
STEUBENVILLE (OH!O) HERALD-STAR 
SALISBURY (MD.) TIMES 

These 3 represented by 
Story, Brooks & Finley, Inc. 
MARION (OHIO) STAR 

EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 

These 4 represented by 
John W. Cullen Company 
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AA’s press schedule had us caught 


as advertising manager for the 


most institution of its kind in thy <4 
Mexican Republic, and this tex, draw 
book, the first to deal chiefly with sour 
conditions peculiar to the Latin in a 
American market, will circulate exce 
among students and business menM mate 
throughout Central and Southl gues 
America. Pl 
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CANTON (Ohio) “Vo 
REPOSITORY poe 
ton! 
In Canton, ohio | 
didi 
67 of our downtown and § sea! 
neighborhood food stores os 
bought 1,361,430 lines 7 
in 1949 
And one of the most interesting : 
things about this whale of a sale | 
of local food linage is this. One 
of the stores is 4 miles from our 
office. Some are only four blocks \ 
away. 
In 1947, local food stores bought 
889,959 lines of food advertising. 
In 1948 they bought 1,232,462; a 
gain of 35% over 1947. And, last 
year, 1949, they bought 1,361,430 | 
lines; a gain of 10% over '48. ) 
A few more figures. In ’48 U.S. | 
per capita food purchases were 
$913. In Ohio, the figure was 
$1,003. In Canton, per capita 
sales were $1,307. Total food ™ 
sales in Canton for 1948 were 
$36,984,000. wh 
ser 
A cordial invitation Wz 
Spend a full day in Canton. xy 
Meet some of our 67 local food § jes 
advertisers. Send me your name ent 
and I'll mail you every Thursday ji 
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jng campaigns in Mexico have | 


been drawn from my personal 
files; those dealing with the tech- 
niques and practices which have 
been developed in the U, S. are 
drawn from reliable contemporary 
sources, and I would like to quote, 
in a Spanish language translation, 
excerpts from the attached list of 
material published in various is- 
sues of ADVERTISING AGE. 

Please advise me if I may make 
use of this material, giving full 
credit in each instance, of course, 
to the author, the agency and Ap- 
VERTISING AGE. 

THomas S. HUNTER, 

Monterrey Institute of Tech- 

nology, Monterrey, N. L., Mex- 


ico. 
eee 
Cartoons Did All Right 
for Hiram Walker, Harvester 

To the Editor: Here’s one reader 
who was much interested in the 
reproduction of the new Pickwick 
ale advertisement, in your Jan. 16 
“Voice of the Advertiser” column 
—and Grafton Perkins’ letter 
which accompanied it. (Hi, Graf- 
ton!) 

I hope Grafton and his agency 
didn’t spend too much time on re- 
search to turn up this readership 
device. The enclosed Ten High 


("THE RIGBERS—__by Whatinet™” 


tmeet theres note rough edge om @ burrethd. 
And, Mater, Ws “eesy-to-tahe” price Doubles Your 
Ereyment when you ost bor TRY Hon! 


whisky advertisement, one of a 
series we prepared for Hiram 
Walker at Sherman K. Ellis & Co., 
was a top ranking “read most” ad 
in the Continuing Newspaper Stud- 
ies back in 1940 or ’41. And the 
enclosed Harvester cigar adver- 
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OWS FORGET YOUR CHANGE! 


tisement is one from a campaign 


(prepared by Erwin, Wasey of New. 


York) that has also been doing all 
right for the past two or three 
years. 

Mind you, this is just for the rec- 
ord—and I’m not claiming a “first.” 
I'd be surprised if some other ad- 
vertiser didn’t use the format long 
before 1940! 

GLEN JOCELYN, 

Vice-President and Creative 

Director, Erwin, Wasey & Co., 

Los Angeles. 
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McGraw-Hill Reports 
on Frequency Studies 

To the Editor: Your Jan. 9 edi- 
torial on “What’s the Ideal Fre- 
quency?” suggests that we need 
more scientific data on the various 
number of insertions which might 
be considered as the ideal advertis- 
ing schedule in a given magazine. 
This point is well taken. 


We have been working on this 
problem and have by no means se- 
cured a final answer, but there 
does seem to be some evidence 
that is worth considering even at 
this time. 

In the survey that McGraw-Hill 
Research handled for the Repeat 
Ad Steering Committee, we studied 
the following frequencies of inser- 
tion: 

For the weekly magazine Steel 
—every week; every other week; 
every fourth week. 

For the monthly magazine Pro- 
duct Engineering—every month; 
every other month; every third 
month. 

The results demonstrated that 
there was no decrease in reader- 
ship for any of these frequencies. 
One extreme was that ads appeared 
weekly and the other extreme was 
that ads appeared every three 
months. The readership figures 
had, on the average, increased the 
more frequently the advertise- 
ments were run. 

Recently, we analyzed the data 


resulting from the five surveys 
that were made on the magazine 
Product Engineering. This enabled 
us to study the readership scores 
of 894 single page advertisements. 
These were grouped into compan- 
ies with advertising appearing one, 
two, three, four and five times. 
Under examination, we found that 
advertisers using two instead of 
one advertisement received greater 
readership per advertisement. For 
each succeeding advertisement in- 
serted up to the five that were in- 
cluded in the study, the readership 
per advertisement increased. 

To check this finding, we took 
the 19 issues of Business Week on 
which reader traffic studies had 
been made by the Daniel Starch 
organization and have made the 
same analysis of advertisements 
using one to five advertisements in 
the 19 issues. Here, also, reader- 
ship per. advertisement increased 
with greater frequency of inser- 
tion. 

We then checked to determine 
whether this increase in the rea- 


frequently was due to color, bleed, 
product advertised or position in 
the book. Our study of each of 
these variables made us feel that 
the increase in readership could 
not be attributed to any one of 
these factors. 

A hypothesis suggests itself to 
us. It would seem that as we in- 
crease the frequency of insertion 
in either a monthly or a weekly, 
we find no decrease in the reader- 
ship of each advertisement. On the 
other hand, there seems to be an 
increase in readership of adver- 
tisements due to frequency of in- 
sertion. 

We do not have enough data as 
yet to know definitely where the 
readership values flatten out. 

All this would seem to point to 
the conclusion that there is no 
ideal irequency for advertisers as 
each advertisement seems to do 
its own particular job of selling. 
The desirable frequency would 
seem to depend on the job that the 
advertiser has to do, the number 


59 


dership of ads that appeared more|of products he must sell and the 


intensity of his selling activity. 
Joun C. SPurRR, 


Director of Research, Mc- 
Graw-Hill Publishing Co., New 
York. 
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CUTS, ELECTROS 
MATS, ARTWORK 
PHOTOS, PROOFS 
SAMPLES, ETC. 


Inexpensive kraft board vertica/ files that enable 
you to store a whale of a lot on little shelf space 
without stacking. Made in 9 convenient sizes 
8% x 11 in, to 11 x 14 in., 1, 2, and 3 in. deep. 
Easily indexed -- contents labels or file numbers 
are always in sight for instantaneous FINDING! 


DANDY STORAGE FILE Co. 
BOX 125-6 WAUSAU, WISCONSIN 


{ters for 
Literature 
and Prices 


-PEORIArea. . . A MIGHTY MARKET for your “A” SCHEDULE! | 


SALES MANAGEMENT’S MARKET STUDY SHOWS 
Peoria’s High Rank in the Nation’s 100,000 to 250,000 Group 


Rank _— Total EFF. BUYING RETAIL 
in Group Population INCOME SALES PER CAPITA SALES 
1 Richmond, Va.... 238,400 Richmond, Va... ... $397,915,000 Miami... .. $388,357,000 Sacramento... $2,045 
2 Jacksonville......236,500 Oklahoma City..... 374,380,090 §§ Richmond. ..... Pasadena... 1,874 
3 Oklahoma City....236,500 §_Hartford........... 973,779 §—s«OOklah, 6, SC 1,767 
4 Miami...........225,000 Syracuse ¢-.y 2¥Y \ Gag ..... Se rer rere 1,726 
5 Syracuse......... Grand Rapids. 1,638 
6 Worcester........ ee 1,628 
7 Tulsa....: Richmond, Va 1585 
8 Des Moines 1,587 
9 Hartford....' ee 1,555 
10 Nashville A 
"1 Hartford 1,525 
12 PEORIA i 525 
13 Tacoma... 488 
14 Youngstown... Spokane... 1,485 
15 Bridgeport....... Salt Lake City. . 1,483 
16 New Haven....... ae 1,445 
17 Wichita......... Springfield... .. 1,421 
18 Y Trenton. ..... 1,412 
19 Mobile...... . 221, 1%,- Oklahoma City. 1,411 
| . PP. 217,837, Knoxville... 1,376 
21 10,882,000 Fort Wayne 1,367 
22 Paterson......... woe Met  ' 3,694,000 Allentown 1,354 
23 Kansas City, Kan. 148,200  Siotte ........ 7A348,000 * Bridgeport. tt. 202,993,000 South Bend... 1,338 
24 Knoxville......... 148,000 @ mshville st. Pasadena _.. 197,731,000 Charlotte... 1,337 
25 Yonkers.......... 147,000 ¥)*Tacoma............ Paterson... . 195,046,000 St. Petersburg. . 1,335 
ree 143,600 Grand Rapids....... 243,717,000 Chattanooga... 190,246,000 Chattanooga 1,327 
27 ‘Chattanooga... 143,400 Paterson........... 237,360,000 Charlotte. ........ 187,150,000 Canton 1,305 
28 Scranton.........142,300 Kansas City .. 236,939,000 Albany _. 184,908,000 Shreveport... 1,301 
29 Tacoma.......... 141,700 Pasadena........... 235,898,000 Trenton .. 183,503,000 Youngstown. 1,298 
30 Charlotte... 140,000 Yonkers............ 235,173,000 : Reading 1,298 
i I $6 ox oe X C3 140,000 - __ Wilmi ee _. 181,690,000 Duluth. 1,293 
ae 139,300 {| PEORIA... 177 Little Rock _ 179,313,000 Albany... 1,288 
i} ee 138,200 Evansville... 225,839,000 Canton... 171,369,000 Paterson... 1,283 
34 Camden.......... 135,800 ee 223,696,000 Glendale... _ 168,794,000 New Haven. 1,275 
35 El Pase........ 134,500 Scranton... 219,142,000 Shreveport... .... 167,372,000 Wilmington... 1,263 
36 Fort Wayne... 132,900 Knoxville... . 216,488,000 South Bend. _ 165,204,000 Evansville... 1,229 
Se 132,100 Shreveport.......... 216,033,000 Kansas City... 161,701,000 Tampa. . .. 4218 
38 Savannah........ | i a _ 210,560,000 Wilmington . _. 161,072,000 Tulsa...... 1,211 
39 Canton,O........ 131,300 Berkeley... _. 205,667,000 Tampa...... 160,506,000 Richmond, Cal 1,203 
40 Trenton.......... 130,000 ae 204,697,000 Evansville _. 159,037,000 Syracuse. 1,177 
41 Evansville... 129,400 Glendale... 201,385,000 Mobile... _ 158,093,000 Baton Rouge 1,176 
42 Shreveport .......128,600 South Bend... 198,588,000 Gary...... _ 155,448,000 Jacksonville 1,176 
43 Sacramento...... 128,000 Chattanooga _ 196,888,000 Reading. 151,290,000 Montgomery 1,175 
44 Wilmington. ..... 127,500 Austin... 00.0... 190,099,000 Austin... 147,456,000 Norfolk..... 1,164 
45 Corpus Christi... . 124,000 Savannah... _ 189,175,000 Erie... . 146,338,000 Bridgeport... 1,150 
46 South Bend...... 123,500 nae 188,110,000 El Paso.. 143,507,000 Per 1,125 
47 Elizabeth... 22,600 Elizabeth _... 187,284,000 Duluth... 142,872,000 Waterbury. 1,101 
irs 2 $, El Paso. _. 184,218,000 Allentown 141,240,000 Kansas City. . _ 1,091 
49 Baton Rouge... 18500 Trenton, ..........: 182,610,000 Soventen............ 139,627,000 A 1,075 
50 Cambridge....... 117,200 Reading. ... 172,451,000 Yonkers......... _ 139,540,000 El Paso...... 1,067 
51 Reading......... 116,600 Ee 169,972,000 Baton Rouge... 139,411,000 SR yi ds naxvsees 1,066 
52 Fall River... ..... 115,600 Camden... _.. 169,133,000 St. Petersburg... 134,167,000 Winston Salem 1,059 
53 New Bedford... 114,000 Waterbury _ 168,956,000 Elizabeth ......... 131,802,000 a 1,059 
54 Somerville... 112,000 Baton Rouge... 166,611,000 CEE. .. .dererce 130,928,000 Erie... 1,045 
55 Montgomery... 110,500 Little Rock......... 163,593,000 Camden . 130,409,000 Cie...... 1,040 
56 Waterbury........ 110,500 Cambridge.......... 162,515,000 29,797,000 Worcester...... 1,040 
> ae 110,500 . 160,935,000 £098,000 §§ Savannah........ . 997 
58 Berkeley... 110,100 990 
59 Lynn............. 110,000 981 
60 Beaumont... 108,700 969 
61 Lowell... 107,500 960 - 
62 Olies.:.......... 106,000 949 
63 Pasadena... 105,500 940 
64 Allentown........ 104,300 = 
65 Glendale... 103,700 
66 Richmond, Cal... 102,300 JOURNAL ° STAR 891 
67 Winston Salem... 102,000 Fall River PEORIA NEWSPAPERS. INC.. Agent. 883 
Z a eon aes oat ves» WARD-GRIFFITH CO. INC. ro 
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Brown Suggests Use 
of Audience Studies 
in Judging Salesmen 


Cuicaco—Audience research 
techniques used in checking the 
effectiveness of advertising could 
and should be used to check the 
effectiveness of salesmanship, ac- 
cording to Prof. George Brown of 
the University of Chicago business 
school. 

Speaking at a meeting of the 
Chicago chapter of the American 
Marketing Association, Dr. Brown 
said that personal communication 
is just like any other method of 
communication and must be de- 
fined and measured in order to im- 
prove its effectiveness. 

Dr. Brown reviewed the usual 
assortment of sales data used in 
judging salesmen and said that 
they are ineffective unless the 
salesman himself is considered 
along with the data. , 

As an alternative, he suggested 
using the experimental method. 
For example, a retail clothing store, 
in which a random group of cus- 
tomers is handled by the same 
group of salesmen, might provide 
the laboratory. 


s If old customers and their pur- 
. chases were eliminated from the 
results, Dr. Brown said, it might be 
possible to arrive at some criteria 
that would indicate which sales- 
men are better and why. 

In addition, Dr. Brown explored 
the possibility of studying a sales- 
man’s audience—his customers. 
First step, he said, is to define 
the functions of a salesman, just 
as the functions of an advertise- 
ment are defined. 

Second step, then, is to measure 
the degree to which the salesman 
achieves his objectives. 

The effectiveness of an ad can 
be determined—in part, at least— 
by studying its effect on its read- 
ers, and by studying the readers 
themselves. 


ws In the same manner, Dr. Brown 
declared, “I think it is possible to 
think of a salesman as existing over 
a long period of time and to study 
the salesman’s effect on his cus- 
tomers over a period of time.” 

Dr. Brown admitted that new 
methods always present new prob- 
lems, but he insisted that the 
spadework has been done and that 
preliminary studies have proved 
the ideas practical. 

“The amount of our resources 
that goes into the sales effort is 
larger than that which goes into 
advertising, but there has been a 
great deal more effort expended in 
checking advertisements than in 
checking sales,” he declared. 


Beckon 


and we’ll be there 
in a jifly! 


FINE OFFSET PRINTING 


The Veritone Co., 2701 Lehmann Court 
Chicago 14 EAstgate 7-8885 


Westinghouse Boosts Gomber 


Raymond F. Gomber has been 
named assistant manager of indus- 
trial products advertising and sales 
promotion of Westinghouse Elec- 
tric Corp., Pittsburgh. He was for- 
merly sales promotion manager of 
the eastern district with head- 
quarters in New York. 


Wade Appoints Collier 


William R. Collier, formerly art 
director of Caples Co., Chicago, 
has been named art director and 
assistant to Robert O. Archer, crea- 
tive head, at Wade Advertising 
Agency, Chicago. 


Max Mayer Appoints Denne 

Max Mayer & Co. of Canada Ltd., 
Toronto, manufacturer of women’s 
and children’s gloves, has ap- 
pointed A. J. Denne & Co., Toronto, 
to direct its advertising. 


CFAC Appoints MacKenzie 


A. R. MacKenzie, formerly exec- 
utive assistant to the president of 
All-Canada Radio Stations, has 
been appointed sales manager of 


Conventions 


*Indicates first listing in this column. 

Feb. 10-11. Northwest Daily Press As- 
sociation, 3lst annual meeting, Hotel Rad- 
ison, Minneapolis. 

Feb. 13-14. Inland Daily Press Associa- 
tion, midwinter meeting, Congress Hotel, 
Chicago. 

*Feb. 16-18. Texas Daily Newspaper As- 
sociation, annual meeting, Grim Hotel, 
Texarkana. 

Feb, 28-March 1. Domestic Distribution 
Department, Chamber of Commerce of the 
United States, 6th National Marketing 
Conference, Hotel Book-Cadillac, Detroit. 
March 28-31. Premium Advertising As- 
sociation of America, 17th annual na- 
tional premium buyers exposition’ and 
conference, Stevens Hotel, Chicago. 
March 30-April 1. American Associa- 
tion of Advertising Agencies, annual 
meeting, Greenbrier, White Sulphur 
Springs, W. Va. 

April 11-12. Annual symposium and ex- 
hibit, Point of Purchase Advertising In- 
stitute, Waldorf-Astoria Hotel, New York. 
*April 12-19. National Association of 
Broadcasters, 28th annual convention, 
Stevens Hotel, Chicago. 

April 25-27. American Newspaper Pub- 


Waldorf-Astoria, New York. 

*May 3-4. Associated Business Pub- 
lications, annual conference, Drake Ho- 
tel, Chicago. 

May 14-17. National Newspaper Promo- 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 

May 22-23. Inland Daily Press Associa- 
tion, spring meeting, Congress Hotel, Chi- 
cago. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

*June 9-11. California Newspaper Ad- 
vertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 

June 29. National Association of Maga- 
zine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional A jation, 47th 1 convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Oct. 9-11. Central regional meeting, Na- 
tional Newspaper Promotion Association, 
Indianapolis. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 


Station CFAC, Calgary, Alta. 


lishers Association, annual convention, 


cago. 


Advertising Age, February 6, 19 


Issues Shopping Center Daig 


Cleveland Real Property Invep. 
tory, 1001 Huron Rd., Cleveland, 
has prepared a report, “Shoppi 
Centers and Street Frontage’ 
which by the use of graphs ang 
charts presents the 259 shoppij 
zenters in Greater Cleveland claggj. 
fied by size and importance. Algs 
included are the number of 
stores and service establishments 
by type in each of these shopping 
centers and the use of all streg 
frontage on 17 thoroughfares dur. 
ing 1934 to 1948, Copies are avajj. 
able at $10 each. 


Sees 10% Tea Sales Gain 


Tea consumption is expected {o 
increase 10% in 1950, according to 
Anthony Hyde, managing director 
of the Tea Bureau, which repre. 
sents the world’s major tea grow. 
ing interests. 


DMAA to Increase Board 


At a special meeting on Jan, 1g 
of the Direct Mail Advertising As. 
sociation’s board of governors, it 
was decided to increase the mem. 
bers of the board from 11 to 17 this 


year. 
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lra Handelman opened his first Western 
Tire and Auto Store in 1917 at 2123 
South Michigan Avenue. 


of nine great markets. 


conducted 
h, Inc. 


“DEALERS WELCOME | 
MAIN ENTRANCE OS™ 


TIRES « TUBES 


SALES OPERATING CONTROLS 


Specific, flexible, practical, usable. 541,604 city 
blocks walked and analyzed 445,456 retail out- 
lets and 3,037 shopping centers and streets 
located, to evaluate the sales potential of each 


rst Newspapers in ten major 


by Alfred Politz 


ket direct-interview sur- 
ity brands stocked by both 
Independent outlets. Covers 


‘ira Handelman's business has mushroomed 
into 77 hard-selling stores located through- 
out Chicago's 50-mile trading area. 
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a ’ r, has un a 10-month mag-| jobber i inci 
aphs = New York—The annual Scripps-| Houston, Indianapolis, Knoxville, | azine campaign using full pages a te Rye eR — 
shopping§ Howard survey of grocery product|Memphis, Pittsburgh and San/|color. Magazines on the list are|facturer of paper and textile pro- 
nd clagsj.§ distribution in 13 cities was re-| Francisco. American Home, Better Homes &| ducts. J. A. Schmick, personnel di- 
nce. Algol jeased last week. The market data} Copies may be obtained from|@@"dens, Collier’s, Family Circle,| rector since 1944, has been ap- 
nal was gathered in June, 1949, by the| Harold Riesz, research director, eS tae ree none pointed assistant sales manager. 
shopping research department, with the co-/|Scripps-Howard Newspapers, 230] Mirror.’ The "Setueden ey Pen 9 work faster better 
a1] Opi operation of the 13 Scripps-How-| Park Ave., New York. Post, This Week Magazine, True |/°ms Griswold-Eshleman ’ nee 
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of distribution for all brands hav-| ‘The Canadian government plans| V°™@n’s Home Companion. Le Cleveland agency, and previously i 
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ording to For example, the first item|Dolan told Ontario tourist resort} Henry A. Loudon, Advertising, | sistant account poses Tita on 
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d et prrretiger ss Apr cage mt Lynn to Western Air Lines annual convention at the Del Mar 
in the other eight cities. Nine other McGuire Names Saint ] Beach Club, Santa Monica, June i 
Jan. 18% prands of baby foods are listed} _ Bert D. Lynn, formerly presi- map - ; 
ae As-@ with comparable data. Seventy- om hy me goat egunn N eny adver- MoGuire Advertising Ltd., Wind- when the follow this 
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Cincinnati, Cleveland, Columbus, | relations of Western Air Lines Inc.,| sentative to direct the agency’s|has added Charles Hollis to its 5 -POINT 
Denver, El Paso, Fort Worth,! Los Angeles. eastern business. copy department. 


“TECHNIQUE FOR 
PRODUCING IDEAS" 


that spread out with its customers = === 


biggest little book ever written for advertising 
men, now in its fifth big printing. A must for 
you if you are a creative man. $1.00 on 10- 
day money-back guarantee. 90c each in quan- 


Not very many years ago, South Michigan Avenue was Chicago’s only tities ef 10 or more, 


INSPIRATION FOR EVERY MAN 
; IN THE AGENCY BUSINESS 
Then things began to happen. “The Diary of an Ad Man” 


7 } ; . (The Jim Young Classic) 
Chicago spread out. And many automotive dealers spread with it — A precticnt volume for the man whe ts bread: 


- a? iy P . 2 ening his in the ng 
moving off their ‘‘row’’ and in with their customers. Today, the market's sean cutee: cote aun enter ame of GH 
- } i bi ’ : . ; ing insight . . . day by day guidance... 
/‘ richer than ever, with “automobile. rows” located in every district — but ee a ne anal 
during trying times, any one of which may 
suggest a solution to your current 


you've got to know where to find them. Ira Handelman’s business is just chee ch Soap amumaun gunmen OOFE 


each in quantities of 10 or mare. 


GUIDANCE IN INDUSTRIAL 


“automobile row.”’ A neatly-defined market for sales managers. 


one example of this changing pattern. 


This is going on everywhere, in every product classification. And the fast- ADVERTISING, MARKETING 
moving, fully-informed sales manager keeps up with it. AND PUBLISHING 

, . “Teacher of Business” 
Here’s where Hearst Advertising Service can help you focus your local Co eae ae Ons ne ae ee 


. ‘ is the whole inspiring and eful story, in the 

sales sights. Your H.A.S. man knows the ten major markets that account words of the late James H. McGraw, Sr, with 
an introduction by G. D. Crain, Jr., publisher 

P ‘ » . on of Industrial Marketing, Advertising Age, ete. 
for over half the nation’s buying income — and he knows them intimately. A baste book in the brary of every man who 
writes, edits, selis, or promotes in the bust- 

ness or industrial fields. $1.00 on 10-day 


Complete information based on street-by-street Sales Operating Controls, Senin GuEIRRS SEs cum ts GE 
specific Commodity Surveys, detailed Market Studies and Analysis. Why HOW TO SET UP AND RUN 


A PROGRAM FOR SALESMEN 
“Successful Sales Training” 


By Eugene Dynner 


Here is the complete, practical, and usable 
outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de- 
veloping a uniformly good performance pat- 
tern, (3) making each man pay off in higher 
average production. An easy-to-use program for 
sales managers who want more results start- 
ing now. $2.00 on 10-day money-back guar- 
antee. $1.80 each in quantities of 10 or more. 


NOTE TO COPY CHIEFS 
Judging from the number of orders for 10, 
25, and more copies of these various books, it 
is clear that they are filling an important 
need in training programs. We suggest you start 
with a copy of the ‘5-Point Technique’ for 


not get in touch with the H.A.S. man nearest you today? 


HERE’S WHAT THE MARKETING EXECUTIVE 
OF A LARGE GASOLINE FIRM SAID: 


“Your Control gives me market facts which to 
the best of my knowledge have never before 
been available to sales managers." 


‘ | = each member of your creative staff. 
: ; My MAIL ORDER NOW 
KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS be 100. Onle St., Chicago 11. 

Se Please send me books as ordered below. I 
‘ OT ee ™ , * 7 = enclose remittance with the understanding that 
% _ ca ; ae . : aon ‘ I may return books for full refund in ten 

days if not delighted in every way. 

‘ lle ¢f Ad i . .copies, ‘'5-Point Technique 

ae | for Producing Ideas’’........... ®. . 008 
4 roe em ' 2 : : ' ha ‘ .. +. copies, “Diary of An Ad Man”... .8..... 
Oa they ioe OGY eae TN ses ....copies, ‘Teacher of Business’’...8..... 
Herbert W. Beyea, General Manager * 959 8th Avenue, New York 19, N. Y. i prance oF oad a... 
Offices in principal cities | Baltimore News-Post American Detroit Times Los Angeles Examiner Beer wont ere ests oeers ce $54 eek eS 
- representing Pittsburgh Sun-Telegraph Boston Record-American Advertiser Chicago Herald-American ee. Veen eee een Eee? (#6 See 
ew York Journal-American San Francisco Examiner Albany Times Union Seattle Post-Intelligencer é eid eatin cats talal ei 5 
MP Sal cn 45273 tack da aeto) cas 


Copyright 1949 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division: All rights reserved. 
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Boland Names Grossfeld 


Edw. A. Grossfeld & Staff, Chi- 
cago, has been named to handle 
the advertising of Boland Mfg. Co., 
Winona, Minn., maker of men’s 
and women’s plastic rainwear, and 
other plastic products. Arthur C. 
Mayer, formerly on the copy staff 
of Olian Advertising Co., Chicago, 
has joined the agency in a creative 
and contact capacity. 


Two Appoint Peck Agency 

Peck Advertising Agency, New 
York, has been retained to direct 
the advertising of Hartford Pro- 
vision Co., Stamford, Conn., man- 
ufacturer of Capitol Brand meat 
products, and Arbor Acres Farm, 
Glastonbury, Conn., R.O.P. breed- 
ers of White Rocks. 


COVERS OAKLAND 
CALIFORNIA Al 
LOWEST COST 
PER 1,000 


me beet nation- 
ly » dey Burn -Smith 


eg Inc. 


WCAU-TV Opposes 
Paid TV Audiences 


PHILADELPHIA—A paid audience 
at television studio shows as sug- 
gested by ADVERTISING AGE would 
result in tailoring a show to satisfy 
a small, attending audience and 
would end up with a loss of appeal 
to the larger television audience, 
Char‘es Vanda, director of tele- 
vision for WCAU-TYV, says. 

He points out that radio and 
television were designed specific- 
ally to appeal to the mass, unseen 
audience, and that forcing an aud- 
ience to pay might create ill-will 
against sponsors and stations. 

“There are some shows which 
just are not adaptable to audi- 
ences,” he said. 


sw “It shou'd be remembered that 
although we strive to give them 
the best in entertainment, the aud- 
ience, both seen and unseen, is 
still the potential market for the 


products which make possible 


these shows,” he added. “And 
sponsors should not have to risk 
displeasure from that audience.” 

Mr. Vanda pointed out that there 
are also technical handicaps about 
sequences of sets which indicate 
continuity on television but not to 
the studio audience. The use of a 
monitor is not feasible because 
only a small number are available 
in each studio and generally the 
entire audience cannot see them 
clearly. 


Luckiesh to Foster & Davies 


Dr. Matthew Luckiesh, who re- 
cently retired as director of the 
lighting research laboratory of 
General Electric Co., ‘has been 
appointed director of research and 
development of Foster & Davies, 
Cleveland agency. 


Dake Agency Names Crain 
John Crain, formerly with Char- 
les R. Stuart Agency, San Fran- 
cisco, has been appointed an ac- 
count executive in charge of new 
bus ness for Dake Advertising 


Agency, San Francisco. 


“Great gobs of blubber. Nanook — 


we must buy this... and this... and this...” 


Hibernating polar bears! Heed Daniel Starch: 


“Readership of individual catalogs in 
Home Owners’ Catalogs ranks among 
the highest for this type of sales liter- 


ature of any we have studied.” 


Home-planners are hungry for 


information. Your consumer sales literature in 
Home Owners’ Catalogs will give them your com- 
plete sales story as you want it told. Then, watch 
. and buy! 

Researcher Daniel Starch discovered that home- 
planners have the dast word about the many 
things that go into their new homes. After liter- 
ally devouring their Home Owners’ Catalogs— 


them buy ... and buy.. 


they act! 


See Dr. Starch’s complete findings. His eye-opening 
report contains helpful and meaningful facts that 
can spell more 1950 sales for you! Write Dept. N. 


ian sg 


aii einen Distribution Saneiee 


specific buying 
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field Roller Co., Springfield, O., 
manufacturer of heavy compacting 
and roller equipment; Eagle Sav- 
ings & Loan; Hess & Eisenhardt Co., 
maker of hearses and ambulances, 
and Zimmerman Packing Co., man- 
ufacturer of precision-cutting 
equipment and industrial packing. 


Starts New Publication 


DeGroodt & Associates, 87-29 
78th St., Woodhaven, N. Y., has 
launched a new monthly pictorial 
publication, Premium Showcase, 
for buyers and sales promotion 
executives. The publication reports 
products suitable for premium 
merchandising—prizes, special 
awards and advertising specialties. 


lhe Creative Wan3 Corner 4 
With stacking what it is over a good many airports today, Ca 
it seems strange to the Corner that American should choose 
so crowded a sky (over an airport, too) to demonstrate its 'L 
vast Flagship Fleet. 
Considering the many advances made in advertising art 
and presentation, too, over the years, it seems doubly strange CE 
that a conveyance so modern as the airplane should choose in th 
a technique from the horse-and-buggy era for the equally man 
ancient purpose of flexing its muscles and saying, “What a ing 
big boy am I!” Frar 
Tele 
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ee actually, is quite a line—and preferred by this two 
particular traveler when he travels by air. What he finds tion 
on the line, however, and why he usually specifies American, mad 
he doesn’t find in this particular ad. A certain sense-of se- Tl 
curity, impeccable service—except in the airports, which Am- cuss 
erican doesn’t run anyway—and an excellent flight record. set I 
These are reasons, it seems to this Corner, why people might guts 
be induced to travel via a particular airline—not because it part 
has dozens and dozens of ships. and 
If American is really going to set the pace for 1950, it " 
hasn’t—in this Corner’s opinion—made too notable a start try,’ 
with this ad. The board of directors, however, probably the | 
loved it. ines 
ture 
havi 
the 
Rex Bell Jr. Elected V. P. Stensgaard Appoints Five ove} 
W. Rex Bell Jr. has been elected} E. Wayne LeBarre has joined TV 
vice-president of Poster Parts Co.,;W. L. Stensgaard & Associates, 
Terre Haute, Ind. Poster Parts has/ Chicago, as assistant to Carl Male, @ Lak 
added to its line a rust preventive| art director, and Donald Bender C: 
and water-proofing agent called| has joined the New York art staff® pit, 
L.K.R., manufactured by L.K.R.|to assist in promotion, layout, de- naw 
Chemical Products Corp., Detroit.| sign and art. Sig Purwin, over-all § cart, 
Arbee Agency, Terre Haute, which|art director of the organization, § s 
handles Poster Parts advertising,| has been named a vice-president. § was 
also has been appointed by L.K.R.| W. H. Stensgaard has been named § Roc 
Chemical Products, and is planning | manager of the retail division and 
a newspaper and magazine adver-| Millard Wells has been appointed Gre 
tising program. art director in charge of the retail 
division. K 
To Farson, Huff & Northlich _ 
Farson, Huff & Northlich, Cin- IH Will Oust Tenants for ° 
cinnati, has been named to handle International Harvester Co. will § has 
the advertising of Buffalo-Spring-|take over the remaining three § dent 


floors of its building at 180 N. 
Michigan Ave., Chicago, May 1, 
forcing a number of publication 
and radio representatives to move. 
Among these are Capper Publica- 
tions, Free & Peters, W. S. Grant 
Co., Headley-Reed Co., Station 
KSD, Farm Journal and Path- 
finder, Kelly-Smith Co., and U.S. 
News & World Report. 


Zitz Joins Henri, Hurst 


Martin Zitz, formerly advertis- 
ing and promotion manager of the 
Elgin-American division of Illinois 
Watch Case Co., has been named 
an account executive of Henri, 
Hurst & McDonald, Chicago, ef- 
fective Feb. 1. 


AGE 


mt. 
Le 


FuRNITURE 


profit and save for 


PUBLISHED MONTHLY BY 


have an average life of 120 days. 


FURNITURE AGE 


ideas. Advertisements 


THE HO. RENO COMPANY 
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TV Service Man 
Calls Ad Claims 
‘Lot of Hooey’ 


Cuicaco—“Exaggerated claims 
in the advertising of television set 
manufacturers definitely are hurt- 
ing the industry,” according to 
Frank J. Moch, president of the 
Television Installation & Service 
Association of Chicago. 

Speaking at a luncheon meeting 
of the Chicago Television Council, 
Mr. Moch said candidly that “one 
knob control” and “no aerial 
needed” claims “are a lot of hooey.” 

Further, he asserted that he 
could not see any justification for 
the recent price reductions on video 
receivers. “With a few exceptions, 
manufacturing economies have not 
been sufficient to permit the price 
cuts which were made. 


s “The quality of television sets 
definitely has deteriorated,” he 
charged, adding that “90% of the 
sets made today are of poorer 
quality than last year.” His views 
were supported wholeheartedly by 
two other officers of the associa- 
tion who flanked him while he 
made his address. 

They agreed, in an informal dis- 
cussion after the meeting, that “TV 
set manufacturers have ripped the 
guts out of television receivers,” 
particularly with regard to tuners 
and high voltage transformers. 

“The television service indus- 
try,” Mr. Moch declared, “has been 
the stepchild of the television bus- 
iness.”” While television manufac- 
turers and stations and sponsors 
have made large investments in 
the medium, he said that they have 
overlooked the importance of the 
TV service man. 


LaRoe Sets Up Business 


Cap LaRoe, former Dancer- 
Fitzgerald-Sample copywriter, is 
now operating his own creative 
cartoon-copy business at 60 E. 42nd 
St. New York. Mr. LaRoe also 
was formerly associated with 
Roche, Williams & Cleary. - 


Greene Elected V. P. 


Kenneth F. R. Greene, who has 
been an account executive with 
Kastor, Farrell, Chesley & Clifford 
for the past two and a half years, 
has been appointed as vice-presi- 


Ruthrauff & Ryan Promotes 
Smith to Vice-President 


Ruthrauff & Ryan, New York, 
Cc. L. Smith, who 


has_ elected 

joined the agen- 
cy in 1940, as a 
vice-president. 
He has been en- 


gaged in airline 
advertising for 
the past ten years, 
and was ap- 
pointed account 
executive on the 
American Aijir- 
lines account in 


1948. 
Mr. Smith’s C. L. Smith 
aviation back- 


ground began in 1930 with the 
Southern Air Transport Corp., 
Embry-Riddle Aviation Corp., and 
Universal Aviation Corp. Before 
joining R&R he was with the Sut-} 
ton-O’Brien Art Studio. 


KFI-TV to Air Complete 
L. A. Angels Ball Games 


KFI-TV, Los Angeles, has 
signed for exclusive rights to tele- | 
cast all home games of the Los 
Angeles Angels of the Pacific’ 
Coast League. In making the an-| 
nouncement, W. B. Ryan, general | 
manager, said the station will! 
cover all nine innings of evening 
games, and both games of Sunday 
doubleheaders. 

It had been reported previously | 
that the ball club would consent 
only to the telecast of either the 
first half of the game or the last 
half, fearing television would hurt 
the gate. No sponsor has been 
signed as yet. 


Dari-Rich Signs tor New Show 

Bowey’s Inc., Chicago, has signed 
to sponsor a “Stars Over Broad- 
way” radio show for Dari-Rich, 
chocolate flavored milk. The new 
show will be heard Saturday 5:30- 
5:45 p.m. over Mutual Broadcast- 
ing System, starting Feb. 25. The 
program, which will be heard at 
the same local time in each time 
zone, will be on a cooperative plan 
in that dairies will be able to tie in 
with their own commercials at the 
end of each broadcast. 


ABC Names Stronach 


Alexander Stronach Jr., mana- 
ger of TV programs for American 
Broadcasting Co., New York, has 
been appointed national director of 
video program operations for the 
network. 


Importer Names Hauck 


Manufacturers Marketing Co., 
New York, importer, has named 
James S. Hauck, formerly vice- 
president of Lehn & Fink Products 


dent of the agency. 


Corp., as merchandising director. 
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: E BELIEVE as many a long-suffering client does, that advertising 
production costs are too high. We can’t speak for our fellow workers in the 
graphic arts — the artist, the engraver, the typesetter. We don’t know these 
fields well enough to know whether or not these costs are justified and unavoid- 
able if quality is to be maintained. We speak only for the field of NEWSPAPER 
ADVERTISING REPRODUCTION ... . and here, we say, these costs can be 
pared . . . and pared considerably. 


WE PROVE every day in our business that the battle of the baked mat versus 
the electrotype (or the plastic plate) is being won by the baked mat... 


IF IT'S A *KAUFMAT — 
THE SPECIAL FORMULA BAKED MAT... 


But we'll admit one thing — it’s a tough idea to sell. We know many an up 
and coming production man who'll experiment with a long-haired artist who 
eschews crayon and paint and works in limp spaghetti . . . but if you suggest to 
this same modern graphic arts boy that Kaufmats can do as good a job as elec- 
trotypes (or plastic plates) . . . and that Kaufmats are so much cheaper it’s By 
laughable . . . he acts as if you’d asked him to fix the World’s Series! And yet, 
we've never lost a KAUFMAT customer. 


The myth: Top newspaper reproduction can only be 
obtained by tedious, costly electrotype method 
(or by plastic plates). 


THIS THINKING IS AS OLD-FASHIONED 
AS HIGH BUTTON SHOES. KAUFMATS 
REPRODUCE JUST AS WELL... AND AT 
SAVINGS UP TO 80%! PLUS THE CON- 
SIDERABLE SAVINGS IN PACKING AND 
SHIPPING. 


WE PROPOSE through this message to sell you on trying Kaufmats in your 
next schedule. We don’t care how many papers in that schedule 
you use to try us out — Use Kaufmats in 1 or 100 papers. 
Then COMPARE. If the KAUFMAT reproduction is not 
AS GOOD AS the reproduction by electro, YOU DON’T 
PAY US A PENNY! 


THE TRUTH: 


Drop us a line today for samples 
and tearsheets. Or better still, send 
us your plate on this as-good-as-or- 
no-pay basis and tell us how many 
mats you need. WE’RE BETTING 
ON A SURE THING! 


‘The Kaupmanuu Mat & S 


HOME OFFICE: 1441 FREEMAN AVENUE, CINCINNATI, OHIO 
IN NEW YORK: 11 W. 42nd ST.; PHONE LONGACRE 3-3076 
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Plans Big Firm-o-Rest Drive 

Sealy Mattress Co., Chicago, will 
use 50% of its advertising expendi- 
ture for the first six months of 1950 
to promote Firm-o-Rest, the Sealy 
orthopedic mattress. The entire al- 
location will be concentrated dur- 
ing April, which will feature “Na- 
tional Sealy Orthopedic Week.” 
Olian Advertising Co., Chicago, is 
the agency. 


Represents WDAF-TV 

Harrington, Righter & Parsons, 
New York, has been appointed to 
represent WDAF-TV, the Kansas 
City Star station, effective Feb. 
20. WDAF will continue to be 
tn by Edward Petry & 
0. 


Rin. a = 
THE LETTER SHOP, Inc. 


441 S. Dearborn St Chicago 5.1linois 


Vacationers Who Read Minnesota's 
Magazine Ads Are Best Spenders 


Sr. Paut—Each dollar of Min- 
nesota promotion paid off $16 in 
tourists’ expenditures during 1949, 
the Minnesota Department of Bus- 
iness reported last week. 

In a questionnaire survey con- 
ducted by the department’s re- 
search and development division, 
some 33% of those questioned 
mailed replies. 

According to the survey, 22 of 
every 100 persons responding to 
magazine ads came to Minnesota, 
stayed a total of 274 days and 
spent $5,093; 37.4 of 100 persons 
esponding to newspaper ads stayed 
427 days and spent $7,401; while 
24.1 of 100 responding to informa- 
tion at sport shows stayed 340 days 
and spent $4,654. 

Among those who returned the 
questionnaire, 15% of the maga- 


|zine respondents, 23% of the sport 


1 


show respondents and 20% of the 
newspaper respondents said they 


We reach way B-A-C-K to the men who decide 


It’s the men on industry's firing line — 
plant engineers, operations officials, de- 
partment heads — who make the recom- 
mendations that become top-brass de- 
cisions on new equipment and facilities. 
These are the men who read INDUSTRY 
AND POWER — and find it a treasure 
trove of information that makes their 


jobs easier, their plants more efficient. 


Carrying a PUNCH that gets attention 


Full color covers, attractive format, chal- 
lenging titles, bold-face summaries, 


sketches, diagrams, pertinent illustrations 
all help to add the punch that invites 
readers to stop at INDUSTRY AND 
POWER'S every page. The punch that 
gets attention is backed with data that 
keeps readers actively interested — and 
encourages them to “do something 


about it.” 


Plus PULLING POWER that gets results 


“Doing something about it” 
quently requires equipment. Editorial re- 
ports of improved plant practice establish 
the need for equipment advertised. That's 
a winning combination for advertisers. 
Witness: 
quiries directly to our offices in 1949. 


most fre- 


Over 33,000 letters and in- 


With PROOF for EVERY point 


INDUSTRY AND POWER offers proof 
of its selling effectiveness. First, a plant 
by plant, man by man record of VERI- 
FIED READERS offers proof that we 
reach the plants and men on your pros- 
pect list. You are invited to compare 
sample names from your list with samples 
from our VERIFIED READER list. 


Second, we offer reports on inquiries to 
the magazine and reports of traceable 
sales by advertisers that will prove space 
in INDUSTRY AND POWER the best 
investment you can make to help sell your 
product to plant operating men. Let us 
send you our new study, “Verified Reader- 
ship in Action,” a report on verified 
readers in Fort Wayne, Indiana. 


intend to vacation in Minnesota 
during 1950. 

The survey indicates that mag- 
azine respondents spent an average 
of $231.50 on their vacation; sport 
show respondents, $193.14, and 
newspaper respondents, $197.91. 


Sterling Drug, Trimount 
Sign for Radio ‘Stop Music’ 


American Broadcasting Co. has 
signed two new advertisers for its 
radio version of “Stop the Music.” 
Starting March 5, Sterling Drug, 
through Dancer-Fitzgerald-Sam- 
ple, will sponsor the 8-8:15 p. m., 
EST, portion of the hour show. 
This portion has been aired sus- 
taining since Jan. 1, when Old 
Gold, which still sponsors the 
last quarter-hour on radio and half 
of the TV version, canceled it. 

Trimount Clothing Co. will take 
over the second quarter-hour of 
the radio show March 26 when 
Smith Bros. ends its seasonal run 
on the program. Time for Tri- 
mount was bought through Will- 
iam H. Weintraub Co. 


AMA Publishes 3 Pamphlets 


American Management Associa- 
tion, 330 W. 42nd St., New York, 
has issued three pamphlets on 
greater sales efforts through mar- 
ket research planning, revitaliz- 
ing the sales force and utilizing 
new techniques in sales promotion. 
The titles of the three pamphlets 
are: “Economic Factors in Mar- 
ket Planning,” available at 75¢ a 
copy; “Sharpening Sales Effort 
Through Market Research,” at 50¢ 
a copy, and “Revitalizing Your 
Sales Force,” at 50¢ a copy. 


To Sponsor Basketball Games 


Tide Water Associated Oil Co. 
will sponsor the radio broadcasts 
of 253 basketball games over ra- 
dio, covering 17 colleges, and the 
basketball telecasts of Stanford and 
California conference games. These 
telecasts will be the first collegiate 
basketball games ever televised in 
California. The games will be 
heard over 32 independent radio 
stations, plus the facilities of the 
Intermountain Network of Idaho 
and Utah. 


Atlas Film Names Holleran 


J. Vinson Holleran has been ap- 
pointed sales representative in 
Washington, Pittsburgh, Philadel- 
phia, Baltimore and adjacent mar- 
kets for Atlas Film Corp. He will 
make his headquarters in Wash- 
ington. 
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The Eye and Ear Department 


he is today. 


ing nature up to the mirror. 


When your income is a half million a year and you still enjoy 
a pretty decent Hooperating, the comment of a trade paper col- 
umnist probably doesn’t bother you too much. At that point, may- 
be if even John Crosby said it, it wouldn’t matter a hell of a lot. 

Nevertheless, this column has got to say it. For, from careful 
observation of his TV program and attentive listening to the radio 
version of same, this columnist has reached the sad but inevitable 
conclusion that Mr. Godfrey is over the hill. He’ll undoubtedly 
charm a vast audience for a considerable while to come. But Mr. 
Godfrey, arrived, is a lot different from Mr. Godfrey on the way. 
In this reviewer’s opinion, the current Mr. Godfrey is doing little 
more than a cheap imitation of the Godfrey that got him to where 


Arthur is still one of the most likeable people on the air— 
but one can no longer call him one of the most natural. He grirn- 
aces now or thumbs his nose or makes a slightly off-color remark 
because that has become the Godfrey trademark; that has become 
identified with the Godfrey character. The spontaneity has given 
way to what appears to be a planned intent to shock; the natural 
charm to self-conscious caricature. 

Crosby is one of the few “natural” personalities who is still 
completely natural and un-self-conscious. Benny has always 
played a character named after himself—out of which he has 
never had to step. Godfrey, unfortunately now, seems to be hold- 


Moe Light to Run 
lst Consumer Ads 


Cuicaco—A new bid for the re- 
placement market in household 
lighting fixtures will be made 
soon when Moe Light Inc. places 
full-page color ads in the April 
House Beautiful and one April is- 
sue of The Saturday Evening Post, 
as well as four-color inserts and 


spreads in trade _ publications. 
William Hart Adler Inc. is the 
agency. 


The Post and House Beautiful 
ads are the first which Moe Light 
has directed to the consumer. 

Business papers to be used in the 
first six months of 1950 will include 
Hardware Age, Electrical Merchan- 
dising, Hardware Retailer and Re- 
tailing Daily. 

The company will also use dealer 
aid materials. 


Babcock Joins ‘Newsweek’ 
Preston K. Babcock, formerly 
western manager of the American 
Legion Magazine, has joined the 
New York sales staff of Newsweek. 


L. A. Agency Moves 


Ross, Gardner & White, Los An- 
geles agency, has moved to new 
quarters at 2326 W. Eighth St. 


Liggett & Myers Adds 
Another Godfrey Show 


Liggett & Myers Tobacco Co, 
New York, which already buys 


three and a half hours of CBS | 


time (radio and video) for Arthur 
Godfrey, has added another half- 
hour to its sponsorship of the red- 
head. “Godfrey’s Digest,” a re- 
corded daily Chesterfield show, 
started Jan. 28 over Columbia. 
Time was bought through Cun- 
ningham & Walsh. 


Plans Golf Ball Campaign 


Acushnet Process Co. will ex- 
pand its consumer advertising for 
golf balls with copy in the Golfer, 
Golfing, Golf World, The Saturday 
Evening Post and Time. The cam- 
paign will start with the March 
issues. H. B. Humphrey Co., Bos- 
ton, is the agency. 


Appoints Bonsib Agency 

Bill Bonsib Advertising Agency, 
Denver, has been named to direct 
the advertising of Autolene Lubri- 
cants Co., Denver. Business papers 
and farm journals will be used by 
the company. 


Sewell Names Grady Agency 
Warren Sewell Clothing Co., 
Bremen, Ga., has chosen Robert 
B. Grady Co., New York, to handle 
advertising in business papers. The 
company is a new advertiser. 


“BEG 
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I just want to call your attention...to Washington’s 
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WASHI 


118 SOUTH CLINTON ST. 
CHICAGO 6, 
TELEPHONE FR 2-6343—44—45 


3-point policy. 
1. finest quality 
engravings 


2. fast day and night 
‘ service 


3. courteous 
cooperation 
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House Minority Report Hits Truman 
Plea for Huge Postal Rate Increase 


(Continued from Page 1) 
testimony released last Wednesday 
showed Postmaster General Jesse 
Donaldson more bitter than ever 
over the failure of Congress to act 
on postage rates. 


* During his appearance before 
the appropriations group, the Post- 
master General complained that 
rising costs were pushing the de- 
partment deeper into the hole. He 
carefully avoided any reference to 
the $400,000,000 rate increase de- 
mand. 

The Hagen report rips into the 
department for using its cost as- 
certainment system for rate-mak- 
ing purposes, and recommends that 
the department retain an inde- 
pendent auditing firm to determine 
the actual out-of-pocket cost of 
handling second-class mail and its 
various subclasses. 

It observes: 

“The cost ascertainment report 
is designed for theoretical alloca- 
tion of Post Office Department 
costs, but it has been recognized 
by every Postmaster General since 
1925 that the conclusions do not 
adequately reflect such intangible 
considerations as relative priority 
of preferment and economic value 
of the several classes of service.” 

“No transportation agency and, 
in fact, few if any business enter- 
prises would assess the same costs 
against all phases of their opera- 
tion,” the report said. To drama- 
tize the point, it continues, “If a 
butcher who owned his own 
slaughter house used the same 
principle of allocating costs in the 
sale of meat, he would have to 
price his soup bone at the same 
rate as he charges for steak.” 


s Urging that the entire rate is- 
sue be returned to committee for 
further study, the report points out 
that postal rates cannot be changed 
without having a tremendous im- 
pact on the economy. 

“The rates proposed, if enacted, 
will cause widespread unemploy- 
ment, will cripple many businesses 
and will disrupt the financial ar- 
rangements of some of our most 
worthy charities,” it declares. 

To reduce the deficit, the re- 
port proposes that the department 
eliminate the subsidy for airmail, 
and the free delivery of govern- 
ment mail, and that it cut costs 
through improved efficiency, me- 
chanization and economy of op- 
eration. Remaining deficits should 
be paid from general revenue, the 
report holds. 


= “If we consider the postal defi- 
cit as a subsidy to the users of the 
mail, it can be stated that there is 
no government subsidy which is so 
widely dispersed or with such a 
popular appeal,” it argues. 

“Its benefits accrue to every 
farmer on a rural route, to the 
legion of readers of our newspa- 
pers and magazines, to every mem- 
ber of a national veterans, labor, 
agricultural, charitable or similar 
organization, to our hospitals, to 
our schools in low book rates; 
everyone from the farmer to the 
industfialist, from the cradle to the 
grave, benefits from the postal sys- 
tem and its low rates. 

“While it is true that the postal 
deficit must be made up in taxes, 
no public witness favored raising 
postal rates for that reason, and 
business generally appears to favor 
the present procedure of paying 
the deficit by taxes. This method, 
no doubt, also meets the approval 
of the great masses of the Amer- 
ican public. It is to be doubted 
whether any taxpayer would re- 
ceive sufficient reduction in taxes 
to offset higher costs due to in- 
creased postal rates.” 

In his appearance before the 


appropriations committee, the Post- 
master General charged that the 
failure to increase rates left the 
department “in a very unhealthy 
position.” 

Except for a $150,000,000 rate 
increase, which was effective a 
year ago, there have been no steps 
to offset nearly $900,000,000 in in- 
creased wages and other costs ab- 
sorbed since 1945. 

Postmaster General Donaldson 
struck out at the argument that 
the answer is in the elimination 
of the airmail subsidy and free 
government mail. Together, these 
are only about $150,000,000, he 
said, out of a $550,000,000 deficit. 


we “We talk about a $50,000,000 
deficit for airmail, but we do not 
do a thing about a $200,000,000 
subsidy to second-class mail or a 
$130,000,000 subsidy in third class 
and a $55,000,000 subsidy on postal 
cards.” 

He said Hoover Commission 
ideas are being used, but that the 
savings are small. He insisted that 
the Post Office is as efficient “as 
any large business.” 

He charged that second class 
produces less than 2¢ a pound in 
revenue. The six billion pieces of 
second class are 15% of all pieces 
and 20% of the weight of all mail 
but produce less than 3% of the 
department’s revenue, he said. 


a The Hagen report said that the 
pending bill, if adopted, would be 
disastrous to charitable organiza- 
tions, small business men, farm 
papers, small daily and weekly 
newspapers and thousands of other 
businesses. Its impact would be 
particularly sharp on nationally 
distributed publications, and pub- 
lishers of small catalogs. 

“In many cases,” it said, “the 
volume of catalogs, circulars and 
promotional materials sent to 
farmers on rural routes will shrink 
to the vanishing point.” 

Pointing to the “energizing force 
of advertising,” the report recalled 
that “one recognized business lead- 
er testified that the effect of the 
postal increase, as recommended 
by the Postmaster General, could, 
because of reduced turnover, con- 
ceivably be so great as to result 
in a loss in taxes in the amount 
of $4 billion annually.” 


ws As to specific inequities of the 
bill, the report said the $15,000,- 
000 increase in second class, sup- 
posedly a 35% increase, actually 
amounts to 50% “where there is an 
increase,” because several cate- 
gories of second class users are 
not asked to pay any increase at 
all. 

Revision of the “free in county” 
privilege and levying of the one- 
eighth-cent minimum will be a 
severe blow to small newspapers, 
it predicts. But the most damaging 
blow will be to small, nationally 
distributed publications which will 
have to pay the high zone rates. 
Larger publications, using addi- 
tional entry and private distribu- 
tion channels, would pay postal 
rates only for shorter zones, says 
the report. 

The bill is called an “unrealistic” 
approach to bulk third class, with 
disastrous results for small bus- 
iness men, and to charitable or- 
ganizations like the Red Cross, 
which use third class extensively 
for fund raising. 


ws To save the present 1¢ bulk 
third-class rate, the report calls for 
a conference of postal officials and 
mail users to consider an increase 
in the 2¢ minimum, or at least 
the possibility of retaining the 1¢ 
rate for bulk local delivery, with 
the privilege of additional entry 


as the other's superior. 


Community Enterprises Cordially Encourages 
YOU to Attend the 


BOXING CONTESTS 


Bangor City Hall, Thursday Evening, Feb. 2 


There will be five bouts betweén ten of the State's 
more proficient professionals, Of particular interest 
will be the main contest which in itself will assure you 
of a most enjoyable evening. Mr. Albert Couture of 
Lewiston and Mr, Theodore Brassley of Portland will 
be the participants. Both gentlemen are superbly con- 
ditioned and each has avowed to establish himself 


Marquis de Queensberry Rules Will Prevail 


Reserved Seats May Be Procured at the B. C. M. Store 


I Ladies With Escorts Welcomed at Half Price 


Contests Begin 8:30 Prompt - Dress Optional 


DIGNITY PREVAILS—A Downeast scout submitted this ad to AA’s Dear Hearts and 
Gentle People Department to show how things are going in Maine. The copy ap- 
peared in the Bangor Daily News. 


offices. The report said the pro- 
posed rate for small catalogs is 


stock. It says the second class in- 


crease, if any, should be over a 


out of line with the rates proposed | three-year period to protect pub- 


for large catalogs. 

It adds that the 2¢ post card rate 
is inconsistent with the plan for 
1%¢ bulk third class. It is obvious 
that large users will shift from 
the post card and postal card to 
third-class bulk mail since they 
can send such material at 25% 
less cost. The report calls for a 
higher rate on government post 
cards than picture cards, and in- 
sists on time to use up the “one 
billion” picture post cards now in 


lishers who have accepted long- 
term subscriptions. The three-step 
increase in second class would be 
halted if volume by weight fell off 
during the transition period. 


a In addition to Rep. Hagen, the 
report is signed by Rep. Usher I. 
Burdick (R., N. D.); Gardner R. 
Withrow (R., Wis.); H. R. Gross 
(R., Ia.); Robert J. Corbett (R., 
Pa.), and Edward H. Jenison (R., 
Ill.). 


Evening Program Hooperatings 


Week of Jan. 17-23 
C. E. Hooper Inc. 


Jack Benny (Lucky Strike, CBS) .......... 26.5 Charlie McCarthy (Coca-Cola, CBS) ........ 17.5 
OO WD BD kc keaniccccovenees 24.7 Big Town (Lifebuoy, NBC) ........ greces 17.4 
Bimy Crosby (Chesterfield, CBS) .......... 4.0 Bob Hawk (Camel, CBS) ................ 17.1 
My Friend Irma (Pepsodent, CBS)........ 235 Mr. Keen (Whitehall, CBS) .............. 17.1 
Godfrey's Talent Scouts (Lipton’s, CBS) ...22.1 Bob Hope (Swan, NBC) ..............5.. 16.8 
Fibber & Molly (Johnson’s wax, NBC) ....20.8 People Are Funny (Raleigh, NBC) ........ 16.6 
Groucho Marx (DeSoto-Plymouth, CBS) ....19.3 Great Gildersleeve (Kraft, NBC) .......... 16 


Amos 'n’ Andy (Rinso, CBS) ............. 17.8 
Walter Winchell (Richard Hudnut, ABC) ... 


casts on same day in some cities provide more than 
one opportunity to hear program. 


Pulse Inc. Television Leaders 
Week of Jan. 3-9, 1950 
New York, Boston, Chicago, Cincinnati, 
Los Angeles, Philadelphia, Washington. 


ONCE-A-WEEK TELECASTS 


Texaco Star Theater (NBC) .............4. 58.4 Goldbergs (Sanka, CBS) ...............0.5 33.7 
Toast of the Town (Lincoln-Mercury, CBS) ..39.8 Stop the Music (Admiral, Old Gold, ABC) ...31.6 
Godfrey Talent Scouts (Lipton’s Tea, CBS) ..39.3 Studio One (Westinghouse, CBS) ........... 30.8 
Godfrey and His Friends (Chesterfield, CBS) .37.6 Suspense (Auto-Lite, CBS) ............... 28.2 
Fireside Theater (Procter & Gamble, NBC) ..33.8 Kraft Theater (NBC) .............0000005 27.2 
MULTI-WEEKLY 
Howdy Doody (Colgate, International Shoe Kukla, Fran & Ollie (Sealtest, RCA 
Co., Mars, Ovaltine, NBC) .............. \ i ears rer 13. 

Captain Video (Johnson Candy Co., DuMont) .15.4 Lucky Pup (Ipana, CBS) .............0... 12.3 
Small Fry (Co-op, DuMont) .............. 13.7 Camel News Caravan (NBC) .............. 1L6 


Toni Co. Buys Half Hour 
on Columbia TV Network 


Toni Co. division of Gillette 
Safety Razor Co. has placed an 
order for the 9-9:30 p.m. spot on 
the CBS television net. 

The company will telecast a 
program, which has not yet been 
selected, on alternate Wednesdays, 
beginning in April. Foote, Cone & 
Belding, Chicago, has the account. 


Cmiel Joins Representative 

Henry S. Cmiel has joined the 
Chicago sales staff of Western As- 
sociated Farm Papers, publishers’ 
representative. 


Brown Agency Moves Offices 
Byron H. Brown—Advertising, 

Los Angeles, has moved its office 

to larger quarters at 3719 Wilshire 
vd. 


for local delivery at other post! Blvd 


American Ferment Takes Ads 


American Ferment Co., Sterling 
Drug subsidiary, has started a 
small campaign in medical jour- 
nals promoting its Caroid and Bile 
salts tablets and Al-Caroid antacid 
powder and tablets. This marks 
the company’s first experiment 
with this sort of advertising. Cor- 
tez F. Enloe Inc., New York, is 
the agency. 


Roop Moves Offices 
R. Russell Roop Co., Pittsburgh, 
transportation advertising, has 


moved its office from 3512 Fifth | 


Ave. to 5530 Penn Ave. 
WLIO Appoints Rambeau 


William G. Rambeau Co. has. 


been named national representa- 
tive of Station WLIO, East Liver- 
pool, O 


65 


Smith Davis and 
Zugsmith Bring 
Fight to Court 


New YorK—Tomorrow argu- 
ments are scheduled to be heard 
in the U. S. district court for the 
southern district of New York on 
a motion to dismiss a complaint 
of Alfred Zugsmith against the 
Smith Davis Corp., a Delaware 
corporation dealing as a _ broker 
for newspapers and radio stations. 

The motion for dismissal will 
be argued on the grounds of fail- 
ure to state a cause of action. 

The complaint, alleging certain 
contract violations by Smith Davis 
Corp., was filed Dec. 5 as a law- 
suit for judgment of $2,460,000 for 
Mr. Zugsmith, a vice-president of 
the corporation, and for $90,000 
for his wife, Ruth Zugsmith, who 
is nominal treasurer of the organi- 
zation. 


s Two causes of action are listed 
in the complaint, which invokes 
the triple damage clause of a 
section of the penal law of New 
York for alleged damage to prop- 
erty. 

The first cause of action alleges 
willful and malicious interference 
with Zugsmith’s contract with 
Smith Davis Corp., under which 
he was employed for a ten-year 
period at $100,000 with renewal 
rights. 

Nineteen instances of miscon- 
duct are listed under this charge, 
which was leveled against Smith 
Davis & Co., an Ohio corporation 
now dormant, Smith Davis, and 
Mrs. Smith Davis. 

The second cause of action in- 
cludes both the Davises and their 
associates in the Smith Davis 
Corp.—Vincent Manno and How- 
ard Stark. It charges that the de- 
fendants conspired to destroy, and 
did destroy, the value of the in- 
terests of Zugsmith and his wife 
in the Smith Davis Corp., includ- 
ing both the employment agree- 
ment and their shares in the cor- 
poration, which represented a 
50% stock interest. 


s In an interview with defense at- 
torney L. Stewart Gatter, AA was 
told that Alfred Zugsmith and 
Smith Davis first became asso- 
ciated during negotiations ‘for the 


6/sale of an Asbury Park, N. J., 


newspaper through Smith Davis 
& Co. 

After this transaction Mr. Zug- 
smith joined Mr. Davis as an em- 
ploye of Smith Davis & Co. Later 
Smith Davis & Co. transferred its 
good will to the Smith Davis Corp., 
which was formed in March, 1947. 

According to Mr. Gatter, Mr. and 
Mrs. Davis each share stock to the 
extent of 250 shares in the Smith 
Davis Corp. Mr. Zugsmith bought 
400 shares, and his wife 100 shares. 

Gatter said that Zugsmith and 
Smith Davis signed an “accord of 
satisfaction” in January, 1948, by 
which they agreed to settle all 
past differences prior to that time. 

Following the formation of the 
Smith Davis Corp., Zugsmith and 
Davis each signed a contract of 
employment for a ten-year period 
at $100,000 a year with the right 
of renewals. 

Gatter said the Smith Davis 
Corp. contends that the employ- 
ment contract is void and invalid 
in the state of New York due to 
the clause preventing further ac- 
tivity in the same field following 
contract termination. 

Attorney for Mr. Zugsmith, John 
F. Dailey Jr., declined to offer a 
statement. 


Armer Joins KSMO Sales 

Wells Armer, formerly with Sta- 
tion KTAR, Phoenix, has joined 
the sales staff of KSMO, San Ma- 
teo, Cal. 
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68% of Grocers 
Sell Dentifrice, 


Grocery Store Distribution of Selected Items 


Frozen Orange Juice Concentrate 


While frozen orange juice concentrate was one of the most spectacular food items of 1949, it has 
still not reached the levels of more stable food products. The growth in distribution of the product 
since April, 1949, has seen the product almost doubled in distribution but still in less than one.third of 
all stores in the country. Best distribution has been obtained on the Pacific Coast where ap- 
product. This is more than a 300% increase in 


Advertising Age, February 6, 19 1 


Drug Products 


The growth of drug product distribution and sales through food stores has been watched with greg 
interest for the past several years. Currently, over two-th.rds of all food stores in the country stom 
some dentifrice; six out of ten some shampoo; and almost one-half carry hand lotion. Food 
distribution of these products is relatively low in the Northeast and highest in the West. The Smallest 
Stores and those in the smallest city size group stock these products most heavily; undoubtedly thog 
which tend to be more ‘‘general’’ in character. 

Per Cent of Stores Stocking by Region 


proximately one-half of the stores now carry the 
this region since April, 1949. The 
to slightly more than 
tionally from the smaller dollar volume group. 

Per Cent of Stores 


Survey Reveals 


43%, but startling variations exist 
between sections of the country. 
Frozen orange juice concentrate 


the South. 

These and other interesting fig- 
ures on the distribution of selected 
products in food stores are being 
developed by Industrial Surveys 


lowest i 
distribution in all sizes of city. 


past year has seen distribution in the large stores jump from 56% 
90%. The growth in distribution from this point on will have to come na- 


Stocking by Region 


. Tota! North orth Mt. & 
Industrial Surveys’ Store | . U. S. Central South $.W. Pacific (N.Y. Chicago 
Panel Gives Distribution | 4%." i509 ms io okt) (owe ODS BLS 
ug., ’ . 
_ : Nov., 1949 314 408 340 136 269 491 39.2 386 
Picture in Food Stores Per Cent of Stores Stocking by Store Size ‘ 
$500,000 $100,000- $ 50,000- Under 
Cuicaco—Dentifrices are now i nen a ~~ oe ae aie r74 
stocked in 68% of U. S. food stores, pay tee oy fed aa 4 is 
shampoo in 62%, hand lotion in| November, 1949 90.1 60.2 51.9 21.3 


Prepared Cake Mix 


Distribution of prepared cake mixes has kept pace with the rapid growth of consumer demand. With the 
‘arge number of local and national brands available, almost 


% of the country’s food stores stocked 
country and distribution tends to be 


doubled in distribution between | he product. The South has not kept pace with the balance of t 

April and November last year, but | "eavier in larger stores. la iia aa 

still appears in less than one-third a4 norte doe a. ry ois 

of all food stores, although 90% | ‘otai East South Cen. S. W. L. A. N.Y. Chicago 

of bigger stores carry the product. | /8.1% 78.9% 59.5% 92.3% 79.2% 89.6% 65.5% 73.71% 
Margarine is carried by two- Per Cent of Stores Stocking by 4 met 

thirds of all food stores, but by | $500,000 $100,000- ,000- 

little more than half the stores in |f 79s" aie. one oe 


Margarine 


Two thirds of all food stores in the country stock margarine, with distribution highest on the West 
c and in the South. It is found in relatively more of the large stores, and has substantial 


Ber Cent of Stores Stocking by Region 


U. S. North North Mt. & Pac. & 
Total t Central Ss. W. LA 
Dentifrice 68.2% 43.4% 87.4% 70.1% 88.2% 75.6% 
Shampoo 61.6 0 7.0 .0 84.0 7L1 
Hand Lotion 46.7 24.8 60.0 45.5 75.8 60.7 
Per Cent of Stores Stocking by Store Size 
$500,000 $100,000- $ 50,000- Under 
& over 500,000 100,000 $50,009 
Dentifrice 43.6% 55.7% 62.1% 72.1% 
Shampoo 7 57.7 58.4 63.2 
Hand Lotion 42.7 47.4 47.2 465 
Per Cent of Stores Stocking by City Size 
500,000 50,000- 5,000- Under 
& over 500,000 50,000 5,000 
Dentifrice 24.0% 53.1% 75.0% 86.1% 
Shampoo 25.2 48.2 70.4 748 
Hand Lotion 1.5 35.0 47.9 62.9 
Canned Fruit 


Items like apple sauce and fruit cocktail are stocked by the majority of stores in every size group 


Freestone peaches and red sour pitted cherries are 
as by the large. 


not stocked nearly as heavily by the small store 


Per Cent of Stores Stocking by Volume of Store Business 


Item $500,000 $100,000- $ 50,000- Under 

& over 500,000 100,000 $50,000 

Applesauce 96.6% 93.0% 87.7% 72.5% 
Apricots 98.6 89.0 86.9 58.7 
Cherries, R.S.P. 96.1 82.5 76.0 50.5 
Cranberry Sauce 100.0 91.9 94.1 72.5 
Fruit Cocktail 98.9 96.8 97.1 84.6 
Grapefruit Sections 96.0 83.1 73.1 52.1 
Peaches, Clingst. 100.0 95.7 94.6 85.6 
Peaches, Freestone 90.0 70.8 59.7 38.9 
Pears 94.8 93.7 91.6 67.6 
Pineapple 93.3 91.0 95.1 83.5 


Canned Vienna Sausage 
Some meat packer specialty items show wide variations in distribution by region and other market 


div-sions. For example, canned Vienna Sausage was 


on the shelves of 75% of all food stores in the 


PAINTED DISPLAYS ¢ NEON SIGNS 
* CHOICEST LOCATIONS « 
STERLING NEON SIGN CO. 
2706 Collingsworth Houston 11, Texas 


SPECTACULAR SIGNS BY 


Industrial Surveys Co. has con- 
ducted a consumer panel, measur- 
ing purchase of food and drug store 
items by consumers, for ten years. 
The new service, called National 
Retail Audit Service, is a depar- 
ture in store auditing, consisting of 


STERLING 


AGAIN IN 1949 
Local Linage Leadership! 


The DAKOTA FARMER carried over 47,000 more 
lines of local advertising at commercial display rates out 
of Minnesota and the Dakotas, than was carried similarly 
by any other farm periodical . . . and this without resorting 
to “special editions.” 


PLUS CONTINUED LEADERSHIP 
IN DAKOTA DEVELOPMENT 


Since 1881, it has been THE DAKOTA FARMER’S 
responsibility to keep farmers of the Dakotas up to date 
on all topics pertinent to their agricultural livelihood. 

Through this policy, it has established itself as the 
PREFERRED periodical of the Dakotas. 

Alert advertisers capitalize on this fact to thoroughly 
cover this 4 billion dollar market. 

Over 100,000 farm families—better than 70% of the 
Dakota farm population—read and respond to DAKOTA 
FARMER advertising. 


J.P. MALONEY 
Advertising Manager 
1019 .N.W. Bank Bidg. 
Minneapolis, Minnesota 


(Write for your FREE copy of Upper Midwest 
Food Sales Survey. Breakdown of markets and 
sales for the Dakotas and Minnesota.) 
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the “probability” pattern. 

First client of the company for 
the new service was the U. S. De- 
partment of Agriculture, largely 
because the panel is the only ex- 
isting commercial retail store sam- 
ple which has been accepted by 
the statistical section of the Bureau 
of the Budget. 

Although the sample used is a 
probability sample, meaning that 
no leeway in selection of the sam- 
ple stores is permitted, except in 
standardized mathematical pat- 
terns, Industrial Surveys says it 
was able to secure cooperation 
from 94% of the stores falling 
within the original sample. 


@ The panel does not attempt to 
secure sales data, but merely to 
report store distribution and inven- 
tory conditions. Field auditors 
check how many of the stores in 
the panel have a particular item in 
stock, and how large their inven- 
tory is at the time of checking. 
Reports are available within a 
period of one week after checking, 
and show inventory and distribu- 
tion pictures for the country as a 
whole, and for five regions and 
the cities of New York, Chicago 
and Los Angeles separately. 
They also show product distribu- 
tion by store size and by city size. 


Borroff Named to Manage 
Phoenix Video Station 


Edwin R. Borroff, Chicago, 
president and general manager of 
Taylor, Borroff & Co., radio sta- 
tion representative, has been ap- 
pointed station manager of KPHO- 
TV, Phoenix, Ariz. 

Taylor, Borroff & Co., formed in 
September, 1948, after Mr. Borroff 
resigned as vice-president in 
charge of the American Broadcast- 
ing Co.’s central division, will con- 
tinue under that name. No changes 
are contemplated in the organiza- 
tion, previously known as Taylor- 
Howe-Snowden Radio Sales, ex- 
cept for additions to the New York 
sales staff. 


Tyson Appoints Two 


C. Gilbert Norton has been 
named media director of O. S. Ty- 
son & Co., New York. He has been 
with the agency since 1943. Leigh 
Doorly, media director, has been 
appointed account manager in the 
group headed by Vice-President 
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Richard V. Morrison. 


by West Virginia Pulp & Paper 


Net earnings of the West Vir- 
ginia Pulp & Paper Co., New York, 
dropped $1,827,522 during the fis- 
cal year ended Oct. 31, 1949, ac- 
cording to the company’s annual 
report. Net earnings for 1949, after 
taxes, amounted to $9,014,647, com- 
pared with $10,842,169 in 1948. 

Sales for 1949 amounted to $88,- 
882,741, a drop of approximately 
$4,900,000 from $93,702,078 for the 
previous year. Production was 
642,690 tons of paper and paper- 
board compared with 687,343 tons 
in 1948. 


‘Textile Age’ Will Take 
11%x11¥4" Size in April 


Textile Age, which for the past 
13 years has been a pocket size 
monthly, will change its size with 
its April issue to 11%x11%”. The 
new size, somewhat larger than 
standard, carries all standard ad- 


Co, in connection with a new —s us. North North mt. * Pat. & ~ pan country. This itistribution figure ranged from one of 54% in the Northeast to 96% in the South, 
* P, : South n. 4 . le Ve 0 A d th duct, but 
—  chaehar pomp alittle 674% 619% — $8.6% 77.0% 78.6% 92.4% «45.0% —$5.4%e | doing less than 950,000 annual volume offered it to consumers,” 7? | nt Went number of Sta 
over a year ago Complete details Per Cent of Stores Stocking by Store Size Per Cent of Stores Stocking by Region 
bd oo : : $500,000 $100,000- $ 50,000- Under | U. S. North North t. & Pac. & 
are given in the accompanying tab-|*?",,., 500,000 100,000 ,000 | Total East South Cen. ' L. A. N.Y. Chicago 
90.1% 91.4% 87.6% 58.6% 175.2% 54.2% 95.6% 72.4% 95.0% 92.8% 53.1% 50.6% 
S Per Cent of Stores Stocking by City Size Per Cent of Stores Stocking by Store Size 
ELL 500,000 50,000- 5,000- Under | $500,000 $100,000 $ 50,000- Under 
& over 500,000 50,000 5,000| & over 500,000 100,000 $50,000 
57.1% 71.2% 73.6% 66.6% | 98.9% 89.0% 81.9% 7.1% 
Put your sales message on signs that 
ere talked about and remembered ulation. a sample of 1,800 stores set up on , Dip in Earnings Reported vertising plates. 


There will be no basic change 
in advertising rates. Adjustments, 
however, will be made on frac- 
tional parts of a page, but present 
advertisers will be protected dur- 
ing the life of current contracts. 


Gets Furniture Account 


Warsaw Furniture Mfg. Co, 
Warsaw, Ind., has appointed Tri- 
State Advertising Co., Warsaw, to 
direct the promotion of the new 
House Charming line of living 
room tables. Direct mail, trade and 
consumer advertising will be used. 


AMAZING NEW 
JME SAVER 
FOR PASTE-UP 


SION. MICHIGAN AVE. CHICAGO T, ILL. DEPT A 
COMPLETE LINE OF ARTISTS MATERIALS 


Jigsaw-puzzle advertising production takes countless 
extra hours of a busy executive's time; adds worry and 
frequent disappointment to his load. It's never easy to 
effectively fit together separate pieces from different 
sources .. . When you use Faithorn 3-in-l service, you 
get complete advertising production all in one fine 
piece. You center responsibility for Typesetting, Engrav- 
ing and Printing. Write —or telephone WHitehall 4-2300. 


PAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 


7 IN 


a definite saving of TIME, TROUBLE and MONEY. 


Be 


e 


\FAITHORN | 


CORPORATION 
400 North Rush Street + Chicago 
Telephone WHitehall 4-2300 


EF TIGA ek Re TRS 


Posie 


_ = ee ©... 
ee — ys 
ee Batte 
= Obse" 
i hem 
ene Obse’ 
Tio socia' 
si sa | Po Po ca 
ve C., a 
wees publi 
tanbu 
r viet a CH 
86, fc 
Co. it 
. publi 
3a a a 
ras McEv 
Tee mana 
2 Asa Chica 
oa Mr. 
Pace, G. Ct 
Se adver 
: From 
estas | a | tising 
ee 
ar 
oa 
pie . ; 
eek a 
me. Pe E 
; ea 5" peas, : EE Ae ik, . yds 22s dite ye = ayy ee we \e ee 5 See, a eek 3 
tek Pca a a J : cts : 5 ie s 
— (ie a Ora ELD | [ua , 
“ si 2 ; f a f <j ‘ ‘ ‘ 
Wee ee : i ol ou eal —_—_—_—_———— 
‘ a F. , AMA 
eet, ath ; v ; 
&g ms crsazn/ an 
 reu.ce o3375/ RUN poe sg 2 ep 
SS RUBBER CEMENT co. ' 
| 
ais sae ; % 
age: - | 
ie | ge jigsaw- puzzle AY 38 
ae Se Qs) advertising Y 3 
eee v Rf oducti 7 “ 
a o © Y Pproduction...or “PRINTING 
z ban ; ; | 
Roca 
ne ae | 
eae i io FARM MA neu 
ae al feces SS aR abele bites: elle iy ; cael A Qu, 
eae 
Beeps Cae ee yas uaa a = ee - 5 a : s i 2 moist oe ye niles RRM spams en a ata ie inosipgi faa ei a dig er me mare snaps ee ‘ wee z a 7 Reitaeins eld a exe ue ts maa ih = + 


Lt. DEPT A 
TERIALS 


adverticing Age, February 6, 1950 


PRYOR H. BATTE 

Cuancorre, N. C.—Pryor Hamlin 
Ratte, 54, manager of the Charlotte 
Observer, died Jan. 29 of a cerebral 
hemorrhage. Before joining the 
Observer in 1936 he had been as- 
sociated with newspapers in Wil- 
mington, N. C., and Anderson, Ss. 
Cc. and with the Hall & Lavarre 
publications in Columbia and Spar- 
tanburg, S. C., and Augusta, Ga. 


M. H. WILTZIUS 

Cuicaco—Michael H. Wiltzius, 
86, founder of the M. H. Wiltzius 
Co. in Milwaukee and New York, 
publisher of the official Catholic 
directory from 1898 to 1913, died 
Jan. 28 at Mercy hospital. 


W. R. McEWEN 


Fort LAUDERDALE, FLA.—W. R. 
McEwen, formerly advertising 
manager of Cherry-Burrell Corp., 
Chicago, died at his home here. 

Mr. McEwen began with the J. 
G. Cherry Co. in 1910 and became 
advertising and export manager. 

rom 1928 to 1943 he was adver- 
ising manager of Cherry-Burrell. 


Executives Print Petition 
Against Excise Taxes 


As the tax writing House ways 
and means committee prepared to 
take up legislation repealing war- 
time excise taxes, 51 executives 
of American industry published 
their “petition” in Washington 
newspapers. The ad says consum- 
ers have cut their spending in 27 
industries and that each passing 
week adds to the cut-back in buy- 
ing, production and employment. 
The appeal stresses that gasoline, 
tobacco and alcohol “present prob- 
lems of their own.” 


Boxing Switches to Pabst 


Pabst Brewing Co., Milwaukee, 
will sponsor the Wednesday night 
boxing bouts over CBS-TV starting 
March 1. Time was bought through 
Warwick & Legler. P. Ballantine & 
Sons, through J. Walter Thompson 
Co., canceled sponsorship of these 
fights as of Feb. 22. 


Selinger Named Ramsdell V. P. 

Gerald F. Selinger, director of 
the consumer goods division of Lee 
Ramsdell & Co., Philadelphia, has 
been appointed a vice-president of 
the agency. 


WERC-TV Appoints Two 


Richard von Albrecht, formerly 
production manager of Herbert S. 
Laufman .& Co., Chicago tele- 
vision packaging house, has been 
appointed program director of 
WKRC-TYV, Cincinnati. F. C. Lam- 
bert, formerly assistant to the di- 
rector of engineering of DuMont 
Television Network, has been 
named head of WKRC’s television 
operation. 


American Stove Ups Peters 


L. L. Peters, manager of the 
southeastern sales division of 
American Stove Co., making his 
headquarters in Atlanta, has been 
named manager of the company’s 
commercial sales department in St. 
Louis, effective March 1. He suc- 
ceeds William H. Frick, who has 
resigned. 


Appoints Forbes McKay 


Forbes McKay, formerly asso- 
ciate advertising manager of the 
Progressive Farmer, has been 
named by Farm & Ranch Publish- 
ing Co. as associate advertising 
manager and director of the east- 
ern sales division. He will make 
his headquarters in New York. 
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~ Open the Door 
to New Sales! 


There's no sales builder like dealer 
_ Signs—and no dealer signs like 


ing merchandisers, 
outdoor neon dealer 


Artkraft*. So do like America’s lead- 


use Artkraft* 
signs and dis- 


cover how much more potent your 


advertising can be. 


Actual audited research proves that . 


they increase sales 


14.6%, make 


-your advertising 5 times as effective. 


Artkraft’'s* mass 


production 


‘methods and unequalled manufac- ~ 
turing facilities make possible 


greater value—the 


signs at moderate cost. 999/1000 
perfect (proved by audited re-- 


world’s finest 


search), they’re built to last—con- 
tinue to work for you years after 
they’ve paid for themselves... si 


| 
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*Trode Mark Reg. U.S. Pat. Off. FIRM 
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Arthraft’ sicn company 


DIVISION OF ARTKRAFT* MANUFACTURING CORP. : 


1133 E. KIBBY ST., 


Please send, without obligation, details on Artkraft* signs. 

0 We are interested in a quantity of outdoor neon dealer signs. 

00 We are interested in a quantity of Porcel-M-Bos‘d store front signs. 

DC Please send instructions on how to set up a successful dealer sign program. 
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APPLIANCES 


‘DEALER'S NAME 


a en ns ee 


e Brothers 


DEALER NAME 


LIMA, OHIO 


QUALITY PRODUCTS FOR OVER 


A QUARTER CENTURY 


CITY & STATE 


STREET. 
5% 
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Publication Moves Offices 


Connecticut Circle, monthly pub- 
lication, has moved its headquar- 
ters from New Haven to the De- 
) hot Bidg., 302 State St., New Lon- 

on. 


PoPAI Joins AFA 


Point of Purchase Advertising 
Institute Inc. has become an af- 
filiate of the Advertising Federa- 
tion of America. 
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Lenses 


A comprehensive manual showing 
prints ot government photographs 
available for commercial use. 
indispensable to advertising 
agencies and departments, ilius- 
trators, decorators, publishers, 
ucers. For free, detailed in- 
ation write 
WASHINGTON COMMERCIAL CO., 1 B.E. Bidg- 
1200 Fifteenth St., W. W., Washington 5,0.¢. 


Through 


§ 


NEWSPAPER 


CARRY YOUR. 
ADVERTISING 
MESSAGE 

TO BIG SPENDING 
MARKET 


Let this great new feature help you sell in a great news- 
paper market. THE DAILY TIMES GREEN STREAK is a 
regular four-page section, jam-packed with features includ- 
ing Walter Winchell, Louella Parsons, fashions, comics, and 


stories written about interesting local people. Covers one 


of the mightiest markets along the Mississippi — Davenport 
— Rock Island — Moline — East Moline — plus 12 rich rural 
counties in eastern lowa and 5 in western Illinois. For 
a real selling job, put THE DAILY TIMES with 
its GREEN STREAK on your schedule. 


THE DEMOCRAT & LEADER 


Newspapers 


Shooting for sales ? Every shot you 
take in TRANSPORT TOPICS (the only 
ABC paper devoted to trucking) 
doubles your exposure to sales. 
Ninety-six percent of Class | Motor- 
Freight Carriers read it regularly, week 
after week. In addition, TRANSPORT 
Topics’ Third-Monday issue has a 
distribution of over 43,000 copies 
(ABC plus controlled). 


Gransport Topics 
The National Jeurnal of the Motor-Freight Carriers 


Washington 6, D.C. 
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Spot Radio Salesmen 
Work Well Together 


(Continued from Page 1) 
sentatives, under the direction of 
a committee headed by Frederick 
Hague of Hollingbery, inaugurated 
a series of semi-monthly sales 
clinics last year. These informal 
luncheons usually are attended by 
about ten persons, two of whom 
are advertisers. 


ws In these off-the-record sessions 
the representatives sit by and lis- 
ten to their advertiser guests dis- 
cuss their experiences with spot 
radio. To make for lively discus- 
sion, the duo of guests usually com- 
prises one company which is a 
leading spot spender and another 
which is a more cautious user of 
the medium. This has frequently 
led to the bizarre situation which 
sees the peddlers of an advertising 
medium looking on while one ad- 
vertiser “sells” another on their 
medium. 

“We have found these sessions to 
be highly productive,” Adam J. 
Young Jr., president of the repre- 
sentative company of the same 
name, said. “This exchange of ideas 
between the buyers of spot gives 
us invaluable information that 
otherwise would be unobtainable. 
Not to mention the fact that the 
best way to get a doubtful adver- 
tiser into spot radio is to let him 


PASTE PAPE 


UNION RUBBER & ASBESTOS Co. 
TRENTON, W. J. 


MAKES PASTING A PLEASURE 


BESI-TEST 


listen to the sales story of some- 
body who has used it to advan- 
tage.” 


s Among the companies which 
have been represented at these 
luncheon clinics are National Bis- 
cuit Co., Bulova Watch Co., Philip 
Morris & Co., Bristol-Myers Co., 
American Chicle Co., United Fruit 
Co., Vick Chemical Co., Best Foods, 


Colgate-Palmolive-Peet Co. and 


American Tobacco Co. 

The association declined to la- 
bel any of the foregoing companies 
as “less enthusiastic.” 

The results of the AM clinics 
have prompted the association to 
institute a similar series for TV. 
Keith Kiggins, Petry; Norman Far- 
rell, Weed & Co.; Don Carney, Katz, 
and Jack Brooke, Free & Peters, 
have been appointed to serve on 
the video clinic committee. The 
first of these luncheons is to be 
held in February. 

Careful planning also is a sig- 
nificant factor in another major 
phase of the drive to get more bus- 
iness—both from old and new cli- 
ents. Each of the 18 members of 
the association selects for himself 
at least two “target accounts.” To 
make sure there is no duplication 
of effort or confusion of purpose, 
each representative registers his 
“target” selection with Mr. Flana- 
gan at the association. Then he 
proceeds to study the advertiser’s 
peculiar problems before moving 
in to make a special pitch for spot 
radio as the most likely solution 
to the dilemma. Once the company 
is sold, the word is passed along 
to the association and, of course, 
all the representatives move in to 
start a competitive selling job for 
their stations. 


s Now and then, agencies and ad- 
vertisers call the association for 
assistance in TV campaigns and a 
couple of representatives are ap- 


' pointed to consult and advise with 
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WLS VETS—Martha Crane and Helen Joyce celebrated with a birthday cake as they 
began their 16th year as a team on the Feature Foods program on WLS, Chicago, 
Jan. 18. Left to right are Harold Safford, WLS program director; Martha Crane; 
Chick Freeman, sales manager; Glenn Snyder, general manager; Al Boyd, WLS ex- 


ecutive; and 


Helen Joyce. 


them. One such specialized prob- 
lem now being worked on is that 
of a company which wants to 
schedule a mammoth announce- 
ment drive for a relatively new 
semi-seasonal product. 

Pointing out that representatives 
in the past have done a rather hap- 
hazard job of selling spot radio, 
Eugene Katz, executive vice-pres- 
ident of the Katz Agency, theorizes 
thusly about the present outbreak 
of activity: 

“When the position of the AM 
industry began to be threatened 
by television, and AM network 
billings remained constant, or in 
some cases decreased, more pres- 
sure was put on representatives by 
the stations in an effort to com- 
pensate for that loss. The FCC 
hearings in Washington early last 
year [on the representative asso- 
ciation’s complaint against the net- 
work-owned spot sales organiza- 
tion] also pointed up the oppor- 
tunities for stronger selling of spot 
against network radio.” 


s The association is in the midst 
of tabulating figures to enable rep- 
resentatives to point up even more 
sharply what it considers to be the 
advantages of spot radio as op- 
posed to network. One thing this 
study will emphasize (and which 
may or may not be made public) 
is the significance of the “overlap- 
ping audiences of some big net- 
work stations.” By scheduling spots 
or programs on such overlapping 
stations to reach different au- 
diences, an advertiser can get two 
opportunities to reach the potential 
buyers, representatives claim. 

This project will compare cost- 
per-thousand when major net- 
works are bought as networks and 
when the individual stations are 
bought on a spot basis. 

The association’s “Spot Radio 
Estimator,” published last year at 
a cost of $10,000 by the associa- 
tion to serve as a guide for time 
buyers, will be revised to include 
rate changes at the end of 1950. 


e American Broadcasting Co.’s 
spot division, which represents six 
AM and six TV stations—owned 
and operated with the exception of 
the Washington Star’s WMAL 
(AM and TV)—had its biggest 
year in 1949. Final figures for this 
department, which is under the 
direction of Ralph Dennis, have 
not been tabulated, but sales were 
up about 5% over 1948. 

In October, Harold Day, who 
previously had masterminded co- 
op sales for American, was given 
the assignment of developing new 
national spot accounts. Working 
with him in this activity is Tom 
Black, formerly of J. Walter 
Thompson Co. 

Radio Sales, a division of the 


Columbia Broadcasting System, 
represents more stations than any 


other network representative. The 
addition last year of KCBS, San 
Francisco, to the list brought the 
total to 13 AM and five TV out- 
lets. 

Characterized as an aggressive 
operator even by some independent 
representatives, CBS Radio Sales 
is most reluctant to discuss the 
finer points of its work. This group 
places a great deal of emphasis on 
program analysis and has one man 
working on the development of 
ideas for shows to attract new 
business to its stations. 


a National spot business placed 
on National Broadcasting Co.’s 
owned and operated stations by 
the network’s spot division was 
up sharply—more than 22%. James 
V. McConnell heads this division, 
which represents seven AM and 
eight TV stations. 

Salesmen for each list are armed 
with several volumes of sales data. 
In addition, fact sheets covering 
all the available programs on all 
the stations represented are kept 
in constant readiness. 

Jacob Evans, advertising and 
promotion manager for NBC spot, 
last year reportedly placed more 
copy in advertising publications 
than any other representative. Di- 
rect mail, which gets heavy play 
from most representatives, also 
has been intensified. 
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Pulse Rates ‘Look Hear’ Ros: 
in Readership Study 

“Look Hear,” Maxine Coopa@Q' 
column of paid mentions for 
shows, which appears weekly es 
the New York News and H 
Tribune, rated 21.1% on a Py DET! 
‘Inc. survey. That percentage of aken 
video families questioned in pemplan t 
sonal interviews during the fipiother ; 
week of January said they } It ! 
read the column in the past we@iij,. I 
Total readership after 16 weeks “4 
publication was reported as 26.64 wade 

One of the programs previews closely 
in “Look Hear” for six weeks pamtion ©! 
ceding the study rated 6% highmcC. C- I 
(in viewing) among readers of ¢mmDec. 2: 
column than among non-readge Acct 
Miss Cooper is making monthillder-T2 
studies of viewing habits amomico, | 
her “TV Critics Club” membe Ample 
a service which is offered to adye oe d 
tisers and agencies. omy 
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Paul Ridings Becomes ~ ay 
Partner in PR Organization s 


Paul O. Ridings, formerly ¢ 
rector of publicity and head of 
journalism department of Te 
Christian University, Fort Wo 
and before that president of Rig 
ings & Ferris, Chicago public 
lations concern, has joined the 
Witherspoon public relations ¢ 
ganization in Fort Worth as a 
partner. The organization 
change its name to Witherspoo 
& Ridings and will continue ¢ 
maintain offices at 1705 Electri merch 
Bldg. for De 

Witherspoon & Ridings will ya’™ 
affiliated with William R. Harsha CD"YS 
Associates Inc., Chicago and News chand 
York, the company to which Mrs operat 
Ridings sold his business on leay#) major 
ing Chicago and of which he #ffilms | 


a Whi 
arty ¢ 
Fogart 
Water 
fumes, 
ten & 
Inc. i 
im trucks 

Divisi 

other | 
In 3 


still a director and shareholder. Ros: 
Ww 

‘Seventeen’ Raises Rate fornia 

And Offers New Guarantee 4Fdent 


Seventeen has announced a rat will 
raise effective with its August agenc: 
1950, issue. New rates will be $24 Zeder. 
550 for a b&w page, $3,100 for Maje th 
two-color page and $3,800 for foul organi 
colors, based on a guarantee 6 Joh 
850,000. Former rate was $2,250 fag 9 °™ 
b&w, $2,800 for two colors and $3/™ Detroi 
500 for four. vice 0 

Seventeen’s former guarantel 
was 750,000. The magazine report 
an ABC average of 1,000,000, ak 
lowing it to offer a bonus cir 
tion. 


Joins Craftsman Press 

Frank Potter, formerly prod 
tion manager of Mac Wilkins, Colg 
& Weber, Seattle, has joined ti 
sales staff of Craftsman Press, 5@ 
attle. Dick Ferris, formerly produé 
tion manager of Short & Baum 
, Portland, Ore., succeeds Mr. Potte 
at the Seattle agency. 
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prove it! 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


ae 


And it’s one of the most prosperous 
sections of the country . . . sales figures 


augh 
» meer. H 
Vaithere - 
ies m 
Ross 


OLD ANALYST 
SAYS... 


Yes sir, it’s a fact, Rockford has an 
ABC City Zone population of retiren 
122,601 Publis 
The ABC Retail Area totals gs 
377,854 he Re 
er in 


urned 

anag 
isher. 
isher | 
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Y Ross Roy Inc. Buys 
CoomZeder-Talbot, Gets 


Ss for . . 

veekly West Coast Office 
a DeTro1t—Ross Roy Inc. has 
age ofgaitaken another major step in its 
i in peliplan to expand its operations to 
the finother areas. 

they has It has acquired Zeder-Talbot 
ast Wellinc., Hollywood and Detroit, and 
weeks that agency’s accounts. The move 
bed closely follows Ross Roy’s acquisi- 
eeks prggtion of control of the 30-year-old 


Cc. C. Fogarty Co. of Chicago (AA, 
Dec. 25). 

Accounts taken over from Ze- 
der-Talbot include James Vernor 
Co. Detroit ginger ale maker; 
Amplex Mfg. Co., Chrysler Corp. 
subsidiary here; Norge Heat di- 
vision of Borg-Warner Corp., De- 
troit, and Altes Brewing Co., San 
Diego. 


ers of fj 
1-reade 
mon " 
ts amon 
embe 
to adve 


tion 


nerly dig When it merged with C. C. Fog- 
ad of tiarty Co., and became Ross Roy- 
of Te Fogarty Inc., accounts added were 
, vv Waterfill & Frazier, Dana Per- 
ublie fumes, Burgess Handicraft, Kars- 


ten & Co. and others. Ross Roy 
Inc. is the agency for Dodge 
Mtrucks, Chrysler Corp.’s Export 
Division, Atlas Supply Co. and 
other accounts. 

In addition, Ross Roy handles 
merchandising and sales promotion 
for De Soto, Dodge, Plymouth and 


1 the 
tions ¢ 
asa 
ion 
therspoe 
itinue ¢ 
| Electri 


q pes Chrysler autos. Its sales and mer- 
and Negachandising services are a major 
hich Mpnoperation; it is also believed the 
on leaysmajor producer of sound slide 
ich he ##films in the U. S. 
older, Ross Roy will operate in Holly- 
wood as Ross Roy Inc. of Cali- 
te fornia. Fred M. Zeder Jr., presi- 
antee dent of Zeder-Talbot, reportedly 
ed aratewill join another Los Angeles 
Augusif agency, but other executives of 
ll be $2 Zeder-Talbot will continue to han- 
100 for Mdie the same duties with the re- 
. organized agency. 


John Posselius will continue in 
Detroit handling contact and ser- 
vice on the acquired accounts. At 


$2,250 fo 
; and $3, 


suarante™ 
e report 
0,000, aly 
$ cir 


M. G. Vaughn 


John Posselius 


he West Coast offices, 803 Taft 
Bldg, Hollywood, Maurice G. 
aughn will continue as mana« 
» meer. H. D. Farnam is art director 
Wamhere and Beulah Stainback han- 
les media work. 
m™ Ross Roy had a record year in 
1949, with about $5,000,000 income 
Metom films and sales and merchan- 
Swlising promotions, and media bill- 
ngs of about $4,000,000. 


ICHAEL F. HANSON 
PHILADELPHIA—Michael F. Han- 
Son, 82, publisher of the Duluth 
ews-Tribune and Herald until his 
retirement in 1936, and formerly 
publisher of the Philadelphia Rec- 
wprd, died Jan. 30 at his home here. 
Mr. Hanson began his career on 
he Record, left to become a part- 
er in a Philadelphia agency, re- 
turned to the Record as general 
hanager and then became pub- 
isher. In 1930, he became pub- 
isher of the Duluth newspapers. 


ARL M. WYNNE 

4 CuIcaco—Carl M. Wynne, 61, 
president of Overseas Industries 
ne., exporting organization, and 
Prominent in export advertising, 
led at his home in nearby Winn- 
etka Thursday. He was a former 
@president of the National Foreign 
rade Council. 


ae 


ngwersen to Verne Smith 


Robert Ingwersen has joined the 
ales staff of Verne Smith Inc., 
hicago, artists’ representative. 


2 


Last Minute News Flashes 
RKO’s Copy for ‘Stromboli’ Is Most Timely 


New York—On Friday, when newspapers over the country carried 
details of Ingrid Bergman’s new-born son, RKO Radio Pictures had 
both Time and Life promotion for her latest picture, “Stromboli.” Copy 
was crisp and timely: “Raging island...raging passions; the place, 
Stromboli; the star, Bergman; under the inspired direction of Ros- 
sellini.” Foote, Cone & Belding handles the account. 


Knouse Foods Launches Ist Magazine Campaign 

Peacu GLEN, Pa.—Knouse Foods is introducing its Lucky Leaf brand 
of apple products with preliminary grocery trade advertising in the 
February issues of Chain Store Age, Progressive Grocer and Supermar- 
ket Merchandising, which announces the launching of national adver- 
tising in consumer publications. These will include a page in four 
colors in Life, April 17; This Week Magazine, April 30, and the May is- 
sues of Good Housekeeping and Western Family. Charles W. Hoyt Co., 
New York, is the agency. 


Niagara Corn Starch in N. Y., 16th Area 


New YorK—Corn Products Refining Co. introduced its Niagara laun- 
dry starch for cold water to metropolitan New York markets Feb. 3 
with large space in newspapers. The product has been launched in 16 
markets across the country, and will be introduced in New England and 
upper New York state in March. The schedule, including only news- 
papers at present, embraces approximately 52 papers in this country. 
C. L. Miller Co. here handles the account. 


‘Esquire’s’ New Fashion Theme: Mr. ‘T’ 


New YorK—Esquire has announced a new fashion theme, Mr. “T”’, 
to apparel manufacturers and retailers. Mr. “T”, successor to the “Bold 
Look,” ties in with tall, trim, tanned, etc. Teaser campaigns will be 
launched locally by sponsoring stores at once and the over-all theme 
promotion will break Sept. 8. Esquire estimates, on the basis of first 
reactions, that some 500 manufacturers and about 1,000 stores should 
be participating by “T Day,” Sept. 8. 


Reynolds Named Lennen & Mitchell V. P. 


New YorK—Lennen & Mitchell has appointed Frederick W. Reynolds 
Jr., with the agency for eight years and copy supervisor for the past 
two, as vice-president in charge of copy. , 


Big Push Set for Half-Price Offer on Dial 


Cuicaco—Armour & Co. will stage its first cut-price offer on fair 
traded 25¢ Dial deodorant soap during March, with a two-bar wrap 
at 19¢ a bar or two for 37¢. A special two-color page in Life March 13, 
third-page full-color ads in 112 newspaper comic sections, including the 
Puck and Metro lists, three hitchhikes on “Stars Over Hollywood” on 
167 CBS stations, and car cards in 11 markets will back the promotion. 
Foote, Cone & Belding is the agency. 


]. V. Doll Joins Mack Truck; Other Late News 


J. V. Doll, for the past 20 years manager of the Texas Co. national 
sales division, has joined Mack-International Motor Truck Corp. in 
New York as vice-president to coordinate fleet truck and bus sales 
and as special assistant to R. W. Dodge, executive v. p. 


e American Central division, Avco Mfg. Co., Connersville, Ind., opens 
an $800,000 campaign this month for its cabinets and sinks and new 
kitchen home freezer. McCall’s and The Saturday Evening Post have 
been added to the magazine list. Ruthrauff & Ryan is the agency. 


e Esso Standard Oil Co., through Marschalk & Pratt, will sponsor Al- 
len Young in a 30-minute TV show, by kinescope from Hollywood, 
over CBS, starting in mid-March. 


e Brown-Forman Distillers Corp., Louisville, Ky., has promoted Wil- 
liam Faversham Jr., previously district manager for Kentucky, to ad- 
ministrative assistant in charge of coordination of sales and advertising 
administration in the company’s sales region, comprising the Midwest 
and southern states. 


e The New York Central System will spread its “How to be thrifty 
in ’50” newspaper campaign to 25 cities along the railroad this week. 
Copy broke in New York papers Feb. 1. Comparing prices of round- 
trip coach fares with 1932 levels, the ad gives a table of 1932 and 1950 
rates, and emphasizes savings “up to 24% of today’s one-way rates.” 


e Dancer-Fitzgerald-Sample, New York, has appointed Elaine Wall 
Brown, previously with the press department of the National Broad- 
casting Co., as director of radio publicity and promotion. Mrs. Brown 
succeeds Pat Sweeney, who has resigned to open his own office, Pat 
Sweeney Associates, at 349 E. 14th St., New York. 


e Starting Feb. 12 in The American Weekly, Parade and the New 
York Sunday News, the California Walnut Growers Association will 
launch a spring promotion on Diamond walnuts, which will be fol- 
lowed by additional Sunday newspaper supplement advertising March 
5 and 25. McCann-Erickson is the agency. 

e CBS, New York, has named Edward Shurick, formerly promotion 
manager of Edward Petry & Co., as market research counsel for the 
radio network, and Arthur Durman, sales promotion manager for CBS- 
TV, market research counsel for video. 

e Iron Age has appointed Royal & de Guzman as its advertising agency, 
effective March 1. 


Delsoy Names Sharp Agency 

Delsoy Products Inc., maker of 
Delsoy Topping and Presto Whip, 
has named Ralph W. Sharp & As- 
sociates, Detroit, as advertising and 
merchandising counsel. Newspa- 
pers, radio and outdoor posters 
throughout Michigan and Ohio 
will be used. - 


Y&R Adds Roach, Barfoot 
Harold D. Roach, formerly To- 
ronto manager of Benton & Bowles, 
and William E. Barfoot, formerly 
with J. J. Gibbons Ltd., have -— 
fe) 


named account executives 
‘Young & Rubicam, Toronto. 


Names Meldrum & Fewsmith 

Meldrum & Fewsmith, Cleveland, 
has been appointed to handle the 
advertising, merchandising and 
sales promotion of the feed mill 
division of Glidden Co., Cleveland. 
The agency now represents all of 
the eight divisions of Glidden. 
Joseph N. Fritsch has been named 
advertising manager of the feed 
mill division. 


To Doyle-Dane-Bernbach 

Doyle-Dane-Bernbach, New 
York, has been appointed to han- 
dle the advertising of Dreyfus & 
Co., New York, broker. 


Gocbee: 
Zz. oe 


HEARTS & FLOURS—Eatables made with 
flour take on a heart shape in this news- 
paper page that ran in 28 Pacific Coast 
papers for Fisher Flouring Mills Co., Se- 
attle, Feb. 2, in which each of six major 
products is presented as a Valentine spe- 
cial. Pacific National Advertising Agency 
handles the account. 


All-Radio Movie 
Makes Effective 
Use of Listeners 


New YorK—Real listeners— 
farmers at milking time, house- 
wives at work in the kitchen, 
nightclub devotees having an 
early morning snack—are the stars 
of “Lightning That Talks,” the 
broadcasting industry’s new docu- 
mentary film. 

The picture, produced under the 
direction of the National Associa- 
tion of Broadcasters’ All-Radio 
Committee, makes effective use of 
such people as these to demon- 
strate very convincingly that ra- 
dio is listened to by somebody 24 
hours a day. Using the whimsical 
approach, the story, which em- 
phasizes radio’s over-all impact 
on the life of the average Amer- 
ican, is told through the eyes of 
“Benjamin Franklin,” who looks 
earthward with amazement at the 
use to which the lightning has 
been put. The film is not “hard 
selling,” by and large. 


a Case histories spliced through- 
out the film are handled deftly 
for the most part. Network ref- 
erences are rare. Television is 
noted only in a chart listing the 
activities of Procter & Gamble. 
There is one carefully staged se- 
quence showing commuters con- 
gratulating a bus driver on the in- 
stallation of FM in his vehicle. 

Previewed for the press last 
week, the $135,000 documentary 
film will be premiered for radio, 
advertising and agency execu- 
tives at the Waldorf-Astoria March 
1. Upwards of 570 stations in 430 
communities have subscribed to 
the film. 


William R. Warner Co. 
Becomes Warner-Hudnut 
William R. Warner Co., New 
York, pharmaceutical and pro- 
prietary drug manufacturer, last 
week was merged with Richard 
Hudnut Co., its subsidiary, to be- 
come Warner-Hudnut Inc. Elmer 
H. Bobst, formerly president of the 
Warner Co., has been elected pres- 
ident, and Robert J. Davis, War- 
ner executive vice-president, be- 
comes executive vice-president. 
The realignment will not result 
in any advertising. agency changes. 


Tests Two Antihistamines 


Vick Chemical Co. is testing two 
new antihistamines, as cold reme- 
dies, with newspaper copy playing 
the Vicks name heavily. Histaid 
tablets are being tested in Utica, 
Syracuse and Birmingham; Hista- 
caps capsules are being tested in 
Des Moines and Richmond, Va. 
Morse International is the agen- 
cy. 


Des Moines Papers Name Close 

George D. Close Inc. has been 
named Pacific Coast representa- 
tive of the Des Moines Register and 
Tribune. 


‘Saturday Night’ 
All Set to Go 
on TV Feb. 25 


New YorK—At least 16 stations 
have signed to carry all or part 
of “Saturday Night,” NBC-TV’s 
plan for selling two and a half 
hours of choice video time to ad- 
vertisers on a rotating basis. The 
variety show, to feature Sid Cae- 
sar, Imogene Coca and other top 
names, will start Feb. 25. 

This is the program which 
prompted the DuMont Television 
Network to complain to the FCC 
that NBC was attempting to 
“monopolize” Saturday night by 
signing up stations for the 8 to 
10:30 block and paying them at the 
half-hour rate. 

Fifteen one-minute announce- 
ments—one every ten minutes— 
are being offered to advertisers at 
the cost of $6,020 weekly or $76,- 
000 for a 13-week series. This 
charge, figured on the basis of 22 
connected stations, is the maxi- 
mum, since all stations are not to 
be expected to carry the entire 
program. 


es Each advertiser’s announcement 
will rotate to a different time 
period from week to week. NBC 
expected to sign the first sponsor 
momentarily as AA went to press. 

The affiliates will be compen- 
sated for their time at the 30- 
minute rate. The schedule leaves 
no room for stations to sell local 
minute spots, but there will be 
time for 20-second station breaks. 

NBC will not sell announce- 
ments to competing advertisers 
and will sell no more than two 
spots to a single product. Weekly 
talent and production costs for 
“Saturday Night” will range from 
$50,000 to $60,000. 


ABC Net Reduces 
Rates for TV Time 


New YorkK—American Broad- 
casting Co.’s third .TV rate card 
reduces the Class C rate and re- 
classifies several time periods. 

The revised schedule, which cov- 
ers 51 stations and is already in 
effect, cuts the Class C time rate 
from 60% to 50% of the Class A 
rate. The hour starting at 12 noon, 
local time, on Saturdays and Sun- 
days, has been moved from the 
Class A to the C category. Class 
A rates henceforth will be charged 
for the half-hour period from 
10:30 to 11 p. m., local time, seven 
days a week. This previously was 
quoted as B time. 

Gross time charges for 30 min- 
utes of Class A time on all 52 of 
the stations (on a 52-week basis) 
are $11,003. 


a Fred Thrower, vice-president in 
charge of sales, points out that 
ABC no longer charges an adver- 
tiser for the use of film facilities 
during the first hour of live re- 
hearsal if he is paying live camera 
rehearsal rates. After the first 
hour, film facilities will be pro- 
vided at $25 per hour. 

The new card also makes a dis- 
tinction between theater live cam- 
era rehearsal ($225 an hour) and 
studio live camera rehearsal (re- 
mains $200 an hour). This applies 
only to New York, where $100 is 
now being charged for one hour of 
audio rehearsal and $75 for one 
hour of dry rehearsal on-set. 


Malkin Opens PR Office 


Seymour F. Malkin, formerly a 
writer and editor on the Bergen 
Evening Record, Hackensack, N. J., 
has opened a publicity and public 
relations office at 663 Maywood 
Ave., Maywood, N. J. He will spec- 
ialize in serving builders, brokers 
and industry in North Jersey. 
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Club’ Start 


(Continued from Page 1) 
Corp.’s gross facilities cost for the 
8:45 to 9 segment during the year 
was $1,560,000. And General Mills 
pitched in an additional $1,017,601 
in gross facilities cost for the 
8-8: 15 segment. All of which added 
up to an odd, but mighty impres- 
sive, total gross facilities cost of 
$4,814,049 for the year, exclusive 
of talent costs. (The show is an 
ABC package, with sponsors pay- 
ing time and talent charges in one 
lump, but ABC coyly refuses to 
disclose the talent charges.) 


s As far as Swift is concerned, 
“Breakfast Club” seems the answer 
to its long search for the “ideal 
program for Swift products.” The 
giant packing company first tried 
radio advertising 23 years ago, and 
when radio variety shows came 
into being in 1931, Swift and J. 
Walter Thompson Co., its agency, 
boarded the network bandwagon 
with a musical comedy act called 
“The Stebbins Boys”—a five-a- 
week strip on the NBC Red net- 
work. 

Two years later Swift abandoned 
its one-a-day policy and spon- 
sored a Friday night half-hour on 
CBS featuring Olson & Johnson, 
Six months later, presumably on 
a rebound from the unfettered 
raucousness of the comedy pair, 


LIFETIME 
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Southwestern signs retain original bright- 
ness for years with occasional cleaning. 
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Swift and ‘Breakfast 


10th Year 


Swift replaced them with Sigmund 
Romberg’s orchestra, in an hour 
show over the NBC Red network. 
Later, in an attempt to get a 
greater number of its long list of 
product names before the listen- 
ing public, the packer switched to 
a 15-minute five-a-week show 
called “Junior Nurse Corps.” 


s The nursing episode, which was 
aimed at what were not yet known 
as teen-agers, lasted three years, 
when Swift made another switch 
to comedy, this time with a half- 
hour Ransom Sherman “Sunbrite 
Smile Parade.” 

But the “ideal” show still hadn’t 
been found, and Swift & Co. and 
its agency had their feelers out for 
a show which came as close as 
possible to meeting three primary 
objectives: (1) satisfy all types of 
listeners, young and old; (2) give 
each of its various products equal 
recognition; and (3) reach the 
greatest number of listeners on an 
over-all basis. 

At that juncture, Edwin R. Bor- 
roff, then sales manager of NBC’s 
Blue network (subsequently vice- 
president of ABC’s central division 
and just last week named station 
manager of KPHO-TV, Phoenix, 
Ariz.) suggested “Breakfast Club,” 
an hour-long morning variety show 
which at that time had been on the 
air as a sustainer (except for a rel- 
atively short time when it offered 
local sponsorships) for eight years, 
under the same emcee, Don Mc- 
Neill. 


s “Breakfast Club” didn’t look, at 
first glance, like the answer to any 
top-drawer advertiser’s prayer. Its 
history went back to Friday, June 
23, 1933, when Donald Thomas 
McNeill, a 6’2” Milwaukeean then 
26 years old, strode into the stu- 
dios in the Merchandise Mart to 
take over as emcee of a program 
known to a handful of listeners as 


the “Pepper Pot.” 
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FREE WHEELERS—Core of “Breakfast Club” is this group. Seated, songstress Patsy 
Lee, Don McNeill and Fran (Aunt Fanny) Allison. Standing are baritone Johnny Des- 
mond, Sam Cowling, producer Cliff Petersen and orchestra leader Eddie Ballantine. 


Don changed its name, shortly, 
to “Breakfast Club,” which seemed 
a little more appropriate for an 8 
a.m. show than “Pepper Pot,” and 
inaugurated the “four calls to 
breakfast” which have remained a 
trademark ever since. The saga 
had begun. 

Vernon Beatty, advertising man- 
ager of Swift & Co., took Ed Bor- 
roff’s suggestion seriously, and 
started a detailed investigation of 
the program, which included ques- 
tionnaires to some 75,000 members 
of the Swift family and 350,000 re- 
tailers handling Swift products. 
The show showed up with a sur- 
prisingly large number of rooters. 


a Mr. Beatty and other Swift of- 
ficials liked the casual, off-the-cuff 
commenting of Don McNeill; the 
home-spun humor of the program; 
the general appeal it seemed to 
have for the public. So the first 
contract was signed, through J. 
Walter Thompson Co., calling for 
the 8:30-8:45 segment on Thurs- 
day, Friday and Saturday, over 75 
stations of the NBC Blue network. 

Since then, there have been 
five renewals—each increasing the 
scope of Swift’s sponsorship. The 
first was on Nov. 3, 1942, extend- 
ing Swift’s sponsorship of the same 
time segment to Tuesday through 
Saturday over 154 stations. By 
May 1, 1944, Swift’s sponsorship 
had stretched from Monday 
through Saturday over 191 sta- 
tions, but on Oct. 29, 1945, a Mon- 
day-through-Friday schedule on 
192 stations was adopted after Don 
McNeill had managed to convince 
network officials that there wasn’t 
any point to having breakfast on 
Saturday. 

The last renewal came on June 
3, 1946. This time it called for a 
half hour (8:15-8:45) Monday 
through Friday on 192 stations. 
And while the contract was on a 
yearly basis, it was explained that 
Swift had a gentleman’s agreement 
with the network extending for 
five years—into 1951. 


a “Obviously,” says Mr. Beatty, 
“Swift & Co. has enjoyed its spon- 
sorship of Don McNeill and the 
‘Breakfast Club’ because we are 
now about to enter upon our tenth 
year of association. 

“Both from the standpoint of 
pleasant personal associations and 
commercial associations, Swift has 
found over the years that this 
type of radio show is nicely suited 
to our radio advertising pattern 
because it is flexible enough to 
permit multiple product sponsor- 
ship. Further, we have found the 
merchandising possibilities to our 
advantage and the number of sta- 
tions on the ABC net fit particu- 
larly well into our broad scope of 
operations.” 

Incidentally, the scope of pro- 
ducts covered by the “Breakfast 
Club” is indicated by the fact that 
three Swift agencies now have a 
/hand in it; Thompson still handles 
| the bulk of the show, under direc- 


|tion of radio director Hal Rorke, 
but Needham, Louis & Brorby and 
McCann-Erickson also use the 
show for Swift products which 
they handle. At Swift, the show is 
the principal responsibility of 
Swift’s radio department, headed 
by Dave Wilder, working under 
Mr. Beatty’s direction. 


s Research indicates that “Break- 
fast Club” has not only had a 
steady rating rise, dominating its 
time segment, but that it pene- 
trates remarkably evenly among 
economic groups, gets about 64% 
of its audience from women, 15% 
from men and 20% from children, 
and appeals equally to urban and 
rural listeners. “Breakfast Club” 
gets the highest fan mail of any 
ABC show and more ticket re- 
quests than any other show on the 
network. During 1949, it played 
to studio audiences totaling 144,- 
711. 

Swift, which has no other shows 
on either AM or TV, but uses na- 
tional spot and participation an- 
nouncements, merchandises 
“Breakfast Club” as hard as it can 
—which is plenty hard. Store dis- 
plays of “Breakfast Club” products 
and retail newspaper tie-ins fea- 
turing the program’s products are 
among the more common merchan- 
dising gimmicks used with the 
public. 


a Aired promotions are also con- 
stantly in the works. In one in- 
stance, 104,000 listeners sent in for 


,to keep from going stale and to 


Advertising Age, February 6, 19 


peanut butter coasters which weg 
offered only as a mysterio 
“something” in four different coy 
ors—and on only three occasions, 
each a week apart. Another wag 
last December, when Swift opened 
the “Dogxilliary”’—an organiza. 
tion devoted strictly to “dogs ang 
dog welfare.” Its mention on four 
programs brought 30,000 requests, 
The Swift commercials are care 
fully designed to entertain as wel] 
as sell, and are frequently inte 
grated in the program and pre 
sented as humorous skits per. 
formed by members of the cast, 
Swift feels strongly that integrated 
commercials help to maintain lis. 
tener interest, avoid “mental tune. 
out” and largely explain the ex. 
ceptionally high sponsor identifi. 
cation which the packer gets. 


@ What makes “Breakfast Club” 
and keeps it rolling? Quite ob. 
viously, it is Don McNeill, a pleas. 
ant, likable guy who has managed 


retain his freshness and spon. 
taneity and his joy-of-work in 
spite of some 19 years of dishing 


SLEEPY?—Last year the three agency ra- 
dio directors responsible for Swift's seg- 
ment of “Breakfast Club” looked a little 
sleepy as they attended the program. Left 
to right: Al Wallace, Needham, Louis & 
Brorby; Hal Roarke, J. Walter Thompson 
Co.; and Ken Craig, who resigned as ra- 
dio director of McCann-Erickson’s Chicago 
office Jan. 15. 


out the stuff five or six days a 
week. 

He likes and understands people, 
and they like him. Also, he is per- 
fectly willing to be both corny and 
punny, and nobody seems to mind 
a bit. (One day, he cracked to an: 
expert on reptiles whom he was 
interviewing: “Come into the park- 
ing lot after the broadcast and I'll 
show you a rare specimen—a 
windshield viper.’’) 


The program is completely un- 
rehearsed and scriptless, except for 


“Food News”... 


newspaper. 
Remember, your dollar in the 


Courier-Express buys greater impact 
on the families with more money to 


BUY your products. 


at Buffalo’s Food Buyers 
.--Use the Courier-Express 


7 days a week with 10 times the editorial space formerly 
devoted to food and food preparation... 
the Courier-Express is the favorite paper of Buffalo housewives. And it’s 
also one of the many reasons why food advertisers have increased their 
linage 118% during the last 10 years in Buffalo’s morning and Sunday 


is one of the many reasons why 


Adv 


iroun 
hymn 
i hym 
nore 

pens 

towlil 
aarch 
| quo 
hanac 
lanny 


| The 
hore 
Inspi: 
lumor 
phy. 
Men 
re ca 
electe 
ill ou 
And f1 


a 5 eo ae “7 a 3 — “ = i paar 7 oes ae ee i = = Fie cen a Z mn ya” ee sa a ae aa a La i Mee con lh aaa alee es so | 
. = ‘ 
: 70 
eC = 
a ay Bee tie kh ns wes a, “sy —e 
7 BP Pe oS : = eae. : ; fe ray Z z . —¥ i % i os Fi ee . 
Dae , es See > ae — > ea A 
ae — — ae ed oe oe 
; 1 Py . af , Ta fe see ae Bei en eae eee a % 
2 ; j > ta : as =e Ee... oo. - ae 
pay 4 , ; “ 5 be ca a ge. 4 ais ‘ca = of eae ey ae i ‘ 
asi es ‘ ii. . | gies a 
: ae in = - ges 
ae BS oleae: a +> ae 
-. [Se We : <> Ae 
iia Ene ee Me par: es ae = : 
. is gf ae ag ee: “ ee a 7 
= SS SS’ “4 : 
; j a oe oy 3 (h 
i : 7. = | oa) cn ae Pm ed ‘ * | 
Tere Si . Bay 7S i i é one" | -_" <2. oe ms | 
os go oa es | a? | Asi 
AG ie pe \ nive 
De » . H. N 
; | . | 
| inclu 
er ESS TS TE heck] 
ce ee ) and | 
Bern: 
“f unde 
en alter: 
ae has v 
i i Fran 
. Tee a ‘ the r 
fe we Aunt 
; <a t A to ch 
rey | Nk _ ¢ y chit-c 
Me ; * fa 2 The 
oe ne eee mentees so j ge 
oO meee fy fast a 
" oT ne ec - & ment 
BA % Pe ee Nii tomm 
om gee ee eee i 
ae a si RM akira bad a went: 
pete foupl 
= : ' iudie! 
—— sae 
wage VYERTISING lition 
-— ADN' The 
ips 
ee i ” 
a PORCELAIN ENAMEL 
3 pS 
oe 
ea QQ) a 
sa 
i Ts 
7 LL 
aie 
i ve 
e : i 
a O's & ¢ 
= v Ve 
ne / { (<2 7/25; 
ea ‘ “~~ ma I> 
hg. =. OP i I & 
: cS 
s OS =] 
ae i. yy, ‘= . Uf 
aa XZ re “4 & ae | 
<) bess . 4 . P53 ‘ £ 
on 
| 
- ee 
ane 
c. ; | ; , 
* . ‘"s ° 
ck New York 
es m8 SUE a oe wester® € ! . 
pas . ‘ wes : ; 
| twain el Reprener ee ger & Seott 
[ oS Sees oaeern, BOM 
4 io Se ea af 2 Scar Ae 
bea cae tae Be its, Upanra ee Kode Seo a ae sa ee el a see a " ioe r : . ' : Pe : Bi ae . bee oe ] ae oe 
ae 5 oe eae Oe ee era eee ee ee eee os ae Ree ea yaa eo 


, 19 


| Wer 
rio 
it co 4 
sions, 
r was 
pened 
aniza- 
S and 
1 four 
lests, 
Care. 
S wel] 
inte. 
| pre. 
per- 
| Cast 
grated 
in lis. 
tune- 
ie ex. 
entifi- 
i, 


Club” 
e ob 
pleas- 
naged 
nd to 
spon- 
rk in 
ishing 


Advertising Age, February 6, 1950 


LAST YEAR—They’ll be going through the same thing this week. At last year’s an- 

niversary celebration a model pins carnations on (left to right) Don McNeill, John 

H. Norton Jr., v. p. of ABC’s central division, and Vernon Beatty, advertising manager 
of Swift & Co. 


the commercials. Its regular cast 
includes Sam Cowling, clown and 
heckler; singers Johnny Desmond 
and Patsy Lee; 13-year-old singer 
Bernie Christianson; the orchestra 
under Eddie Ballantine; and on 
alternate days Fran Allison (who 
has won new fame on the Kukla, 
Fran & Ollie TV show), portraying 
the role of gossipy, sharp-witted 
Aunt Fanny. They’re all expected 
to chip in with the unrehearsed 
chit-chat. 

The program format is built 
around four musical calls to break- 
fast and a sign-off. The first seg- 
ment opens with a spirited or- 
thestra number, and then McNeill 
tomments on the weather and 
wents of the day and interviews a 
fouple of members of the studio 
judience. Also included is the ren- 
lition of a popular song or two. 

The second quarter hour is built 
ijround “prayer time,” a 15-second 
hymn with a musical background, 
i hymn of the day, interviews, and 
nore singing. The third segment 
pens with “March Time,” when 
towling leads the audience on a 
aarch through the studio, includes 
| quotation from Cowling’s “al- 
nanac,” and maybe some Aunt 
lanny gossip. 


| The wind-up segment includes 
tore interviews and McNeill’s 
Inspiration Time,” which is a 
lumorous poem or bit of philos- 
phy. 

Members of the audience who 
re called up for interviews are 
elected on the basis of cards they 
ill out as they enter the theater. 
4nd frequently there are celebrity 


guests. They get on because they 
ask to be put on; the “Breakfast 
Club” does not seek guests. 

A number of other advertisers 
have used the “Breakfast Club” 
during the years in which Swift 
has been the dominant sponsor. As 
indicated earlier, Philco and Gen- 
eral Mills (for Kix) fill the spon- 
sor role at present. Others through 
the years have included Cream O’ 
Wheat, Acme White Lead and 
Color Works, Kellogg Co., Kay 
Daumit Inc., and Toni. 


L. ]. Houze Convex Glass 
Appoints Grant Advertising 


The New York office of Grant 
Advertising has been named as ad- 
vertising and merchandising coun- 
sel of L. J. Houze Convex Glass 
Co., Port Marion, Pa., supplier of 
lenses to the sunglass manufactur- 
ing industry. 

Julian G. Murphy, formerly with 
the National Association of Home 
Builders in Washington, has been 
appointed public relations director 
of Grant. He will handle the pub- 
lic relations and publicity of Flor- 
ists’ Telegraph Delivery Associa- 
tion. 


Appoint Richard Mason 


Richard M. Mason has been 
named director of merchandising 
of packaged products of Beger & 
Browning & Parcher, Boston, and 
a & Browning & Hersey, New 

ork. 


McColl-Frontenac Names King 
J. E. King has been appointed 
manager of advertising and sales 
promotion of McColl-Frontenac 
Oil Co., Montreal. He has been 
with the company since 1935. 
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Along the Media Path 


e Beginning with its April issue, 
out March 16, Liberty will adopt 
a new editorial policy, pitching its 
material directly at the “working 
American,” skilled and unskilled. 
In addition to the regular offer- 
ings of fiction, amusements and 
homemaking suggestions, the mag- 
azine will stress “how-to-succeed” 
articles, patriotic material, religion 
and making America work. St. 
Georges & Keyes has been ap- 
pointed agency for the magazine. 


e In a letter to agencies and ad- 
vertisers, Frank Stanton, Columbia 
Broadcasting System president, 
called 1949 the year which “saw 
Columbia emerge as the unques- 
tioned leader in network radio.” 

In support of the claim, he added 
that CBS had “more sponsored 
time than any other network; 1,- 
471,000 more listeners than the 
average advertiser on any other 
network; and 28 CBS package pro- 
grams sponsored, with seven of 
them in Nielsen’s top 20.” 

Further, he said, the average 
CBS advertiser is reaching 242,000 
more listeners per program than 
a year ago; the web has signed 
$4,000,000 in new business for 1950; 
CBS’ sponsored evening TV aver- 
age is 11% higher than the next 
net, and that 55 CBS stations now 
serve 3,958,000 TV homes at a cost 
per thousand of $4.68. 


e More than 200 groups of jour- 
nalism students have toured the 
Pontiac Engraving & Electrotype 
Co. plant in Chicago, under the 
company’s program for showing 
its facilities to educational groups. 


e Chain stores last year spent $31,- 
000,000 for air conditioning equip- 
ment, according to a survey by 
Chain Store Age of 517 chains with 
28,729 stores. Air conditioning 
equipment now is in operation in 
18%% of all chain stores, the pub- 
lication reported. 


e@ Two New York area builders ran 
one insertion each in the New 
York Mirror last year to adver- 
tise their newly completed homes. 
According to letters from the two 
builders, the two ads sold a total 
of 118 homes with a total value 
of $1,124,829. 


e About 3,000 Dayton, O., and Mi- 
ami Valley residents helped Sta- 
tion\WING celebrate its 25th an- 
niversary on Sunday, Jan. 22. A 
special show recalled the history 
of the 16th oldest station in the 
country, since it began operations 
on May 24, 1924. First call letters 
were WDBS. They were later 
changed to WSMK and then to 
WING on June 1, 1939. 


e Cincinnati Station WSAI’s “shelf 
level” food merchandising plan, 
which includes a retail grocers’ 
school and tie-ins with chains and 
wholesalers, will be extended to St. 
Louis, Cleveland, Detroit, Pitts- 
burgh ‘and Nashville. First city 
scheduled is St. Louis. The WSAI 
organization will administer the 
program in each market. 


e@ Would-be poultry raisers in the 
advertising fraternity now have a 
chance to exhibit their judging 
talents. Poultry Tribune and Pa- 
cific Poultryman are sponsoring 
their first national chicken judg- 
ing contest for advertising men. 
Deadline for entries is Feb. 15. 
Copies of the contest booklet are 
available from Watt Publishing 
Co., Mount Morris, Ill. 


e The Bulletin, Norwich, Conn., 
installed modern press, stereotype 
and other printing equipment in 
its new plant to streamline its me- 
chanical operation. In its Jan. 26 
issue, the newspaper devoted two 


pages to photos and editorial data 
on the new operation, describing 
the construction and installation 
from subsoil analysis to finished 
newspaper. 


e In addition to the regular fea- 
tures and sections of its Jan. 22 is- 
sue, the Spokane Spokesman-Re- 
view carried five special color 
magazine sections, the “1950 Prog- 
ress Edition.” The sections covered 
homes, schools, farms, vacation at- 
tractions, power, timber, and Spo- 
kane itself, and totaled 144 pages. 


e The sales staff of WNBQ, Chi- 
cago video station, signed up 
seven new clients, sold them five 
and one-half hours of time and 
brought in a flock of spot and re- 
newal orders during a whirlwind, 
ten-day selling spree which ended 
a week ago. 

In addition to the four live 
shows, two feature film series and 
an NBC network co-op program 
which were sold, Sales Manager 
John McPartlin and his assistant 
signed Sears, Roebuck & Co. for 
a 52-week schedule of 260 one- 
minute film announcements. As 
a result of the extra effort, the 
station now has only three live 
shows still unsold. 


NAB Loses 182 Members 
in ‘49, Mostly FM Stations 
Membership in the National As- 
sociation of Broadcasters de- 
creased by 182 during 1949, the 
association revealed last week. The 
lost members included 133 FM 
stations and 86 AM stations. 
The following table shows 
changes in NAB membership from 
1949 to 1950: 


1/1/50 1/1/49 change 
AM 1,154 1,240 -86 
FM 501 634 -133 
TV 37 4 33 
Network 4 4 0 
Other 72 68 4 


Newspaper Group to Meet 

The Texas Daily Newspaper As- 
sociation will hold its annual 
meeting Feb. 16-18 at the Grim 
Hotel, Texarkana. It will be the 
first three-day convention of the 
association under new by-laws 
adopted last October, when the 
group also changed its name from 
Texas Newspaper Publishers As- 
sociation. 


71 
‘Times-Herald’ Ups Three 


George R. Titus, general pro- 
motion manager, has been named 
assistant manager in charge of 
sales and promotion of the Wash- 
ington Times-Herald. Robert E. 
Hotze, with the paper since 1935, 
has been made assistant manager 
in charge of sales presentations and 
special assignments. George W. 
Burch, a member of the retail dis- 
play staff, has been appointed re- 
tail sales manager. 


St. Petersburg Plans Drive 


St. Petersburg, Fla., has an- 
nounced plans for a spring and 
summer campaign to promote 
tourist trade. Newspapers, trade 
publications and magazines will 
be used. 


PRODUCTION CONTROL 


Now you can be free of details with 
this new Advertising Traffic and Pro- 
duction Control. Shows exact status 
of every job, step by step, spotlighted 
A r. 
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grooves instantly. 
po Made of Aluminum. Fits 
$ 49° 
sizes. Attractive, compact. 
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Who is he? 
See page 31 
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People g0 for , 
what they see ol 


and they really see, read 
and remember advertising 
in The Chicago 


SUN-TIMES! 


Here’s Proof: In a new Continuing Study of Newspaper Reading | UDD'S TELEVISION | 
survey of The Chicago SUN-TIMES, 21 general and retail ads received = 
readership ratings among the ten highest in their categories for 133 
studies to date. 


ee, 


It was the first study in which such a large number of items attained 
all-study distinction for readership. f 


It shows readership of national advertising in The SUN-TIMES 26% 
higher for men and 20% higher for women than the median figure for 
133 newspapers studied over the past ten years. 


The success of your advertising depends on good reader-attention. Make 
sure you get it. Advertise in The Chicago SUN-TIMES! 


TOTAL CIRCULATION 629 179 
Average Net Paid Daily tT] 


(ABC Publisher's Statement, 9/30/49) 


Chicago's 2nd Largest Newspaper Moves the Goods! 


SUN ® TIMES 


THE PICTURE NEWSPAPER 


211 W. WACKER DRIVE, CHICAGO 6 250 PARK AVENUE, NEW YORK 17 
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